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Rou h Proofs 


When cigaret smokers get to- 
sether, they agree that the Omars 
and Fatimas they’re smoking so 
often nowadays are just about as 
sood as When they were adver- 
tised. 

y ee 

The only serious rival for in- 
creased chest expansion of the 
proud daddy of a first baby is the 
fellow who can open his mouth 
and exhibit his initial installation 
of bridge work. 


7 we 


“A hangar in every back yard 
may be in the postwar picture,” 
says the Chicago Herald-American, 
looking carefully into its crystal 
ball. 

Yes, but two cars in every 
garage is a Slightly better bet. 


7, VF ¥ 


Gladys the beautiful reception- 
ist says she sees a lot of important 
people have been elected to mem- 
bership in the Advertising Federa- 
tion of America, and it must be 
almost as nice as being elected by 
the National Geographic Society. 


~ | % 


Electric Household Utilities Cor- 
poration has a new dishwasher, 
and gives assurance that it will 
soon be unnecessary to wipe dishes 
after they are washed. Many a 
tired husband now knows exactly 
what the little woman is going to 
get the first postwar Christmas. 


oO 


“Whether teeth are well or prop- 
erly brushed,” FTC says, “depends 
ipon the time and care and tech- 
nique used, and not upon the 
dentifrice.” 

But you can’t sell that idea to 
Miriam, 

yvvy 

The Mail Order Man says Dun’s 
Review’s statement, “Presidents 
don’t wear girdles,” is probably 
not literally true. 

How many corporation presi- 
cents do you know who believe in 
controlling their corporations? 


- ee 


National Distillers has purchased 
the White Rock company, and not 
even the competition can say that 
the new hook-up isn’t a logical 
combination. 

om ~~ 

Time says its readers wear four 
times as many suits as other men, 
out it forgot to supply data on 
What percentage of the trousers 
are equipped with cuffs. 


. on Me 


“I want a prewar secretary —I 
Want a gal with prewar ideas 
a0ut an honest day’s work,” 
moa a classified advertiser in 
ADVERTISING AGE. 

Would you settle for a couple 
‘prewar golf balls? 


v v v 
A ssified advertiser claims to 
p. genl. acct.” who is fa- 


with “tab. procedures, inc. 
dept. statcs.”’ 

% u suppose he is as good at 
‘BS ie is with abbrevs.? 


,  ¥ 


v York agency head broad- 
e fact that he is looking 
rt-sleeve adman who “can 
ce a fool.” 

hances are he’ll get one. 


a a 


st. Louis Cardinals are be- 
to wonder if maybe 
etter give their proxy for 
‘Ild’s series to Frank 
rough, tough Pittsburgh 


Copy Cus. 


HANDCLASP—Symbolic of the frank- 
ness about food price ceilings which 
OPA hopes to encourage between gro- 
cer and consumer is this emblem tor 
the latest anti-inflation drive. Engi- 
neered by J. Sidney Johnson, director 
of merchandising for Nationa! Biscuit, 
it is based on efforts of the grocery 
trade to merchandise OPA price ceil- 
ing lists. Food processors and trade 
associations are supplying posters, win- 
dow stickers, and other promotional 
material. 


Ford Moving to 
Regain Top Spot 
in Auto Volume 


Revitalized Sales 
and Distribution to 
Pace Postwar Plans 


Detroit, Sept. 21.—The Ford Mo- 
tor Company’s postwar planning, 
thus far revealed by its top execu- 
tives, leaves no room for doubt 
that the company is definitely set 
on a goal nothing short of sales 
leadership in the “Big Three” 
group, and domination of at least 
25% of the postwar market for 
cars, trucks and related products. 
In addition, the company will have 
new products with which to fill in 
dealers’ lines, such as _ tractors, 
motorized farm implements and 
possibly even aircraft. 

Since Henry Ford II took hold 
as executive vice-president of the 
company, and following the re- 
shuffling of the subordinate man- 
agement personnel over the past 
several months, Ford Motor has 
been undergoing a_ revitalizing 
program that has as its one aim 
the regaining of its sales suprem- 
acy in the automotive field and a 
100% utilization of the company’s 
vast resources in plant, labor and 
raw materials. 


Sales Staff Reorganized 


Several recent additions to the 
Ford organization’s executive staff 
have been in line with these prep- 
arations for a broad advance in 
all selling fields for which the 
company’s facilities are suited. 
This is especially apparent on the 
non-production side, where plan- 
ning ahead for peacetime business 
offers no possible interference with 
the company’s war effort. Out- 
standing in this reorganizational 
program is the broad planning of 
the sales department under its 

(Continued on Page 61) 


Fun for all... 


In Rough Proofs, the ad- 
man’s humor column. 
Other features: 


Ad-libbing .. 12 


Editorials 12 | 
Feature Page 

Getting Personal 
Information for Advertisers 
In Washington 


Obituaries . 

Photographic Review . 63) 
Postwar Planning . 42) 
Private Lines 59 
Rough Proofs 1} 
Voice of the Advertiser. 40! 


FIC Tightens Up 
Rules on ‘Free’ 


in Advertising 


Would Limit Use of 
Word Strictly to 
Avoid Deception 


Washington, Sept. 21.—FTC at- 
torneys are tightening up limita- 
tions on the use of the word 
“free” in advertising so that it 
may be used with immunity in 
the future only when the contin- 
gent charges cover actual postage. 

The Commission has long agreed 
that ‘free’ could be used in ads 
when extra charges or require- 
ments. were specifically described, 
but in a series of decisions, it now 
forbids even this restrained mer- 
chandising method. 

According to officials who are 
writing the new decisions, ‘‘free”’ 
in the future must mean exactly 
that—without cost to the customer, 
either in fees or services. 

One exception which the Com- 
mission will probably allow—al- 
though no tests have yet come up 
—is a charge covering actual post- 
age, but it is almost certain that 
nothing may be asked as handling 
fees. 


Many Rulings Made 


First series of rulings modifying 
the established FTC position on 
the subject came a month ago 
when nine old cease and dvsist 
orders were amended to include 
the more stringent limitation on 
the word. According to the new 
clause covering “free” in these 
orders, the word is not to be used 
“unless the article referred to is 
in fact a gift or gratuity and is 
delivered to the recipient without 
cost and unconditionally.” 

The Commission further defined 
its position yesterday in amending 
four long-standing stipulations to 
contain the more restrictive defi- 
nition. These stipulations, in which 
the firms formerly agreed to re- 
frain from use of the word “free” 
unless all contingent charges were 
explained, now provide that the 

(Continued on Page 60) 


Brand Names 


SALUTES BRANDS —Hearns, New 
York, marks its 117th anniversary with 
this newspaper copy listing famous 
brands carried by Hearns department 
stores for many years. Oldest known 
brand handled by Hearns is Utica 
Mills’ men's wear, for 93 years, and 
runner-up is Clark's O.N.T., 75 years. 


50,000 Retailers 
Buy Radio Time, 
Sandage Reports 


Chicago, Sept. 21.—Radio time 
was purchased by approximately 
50,000 retailers during the year 
1943, and about one-third of 
them consider their radio adver- 
tising “highly successful,” while 
only a minority consider it 
“slightly successful” or unsuccess- 
ful, Prof. C. H. Sandage told the 
American Marketing Association 
here last night. 

Prof. Sandage recen*ly 


com- 


(Continued on Page 58) 


J 
Last Minute News Flashes 
Shippers’ Group Launches First Campaign 
Washington, D. C., Sept. 22.—First advertising of the National Fed- 
eration of American Shipping will be a 1,000-line insertion in 115 


newspapers in 35 cities on “Victory Fleet Day,’ Sept. 27, through | 


Wendell P. Colton company, New York. Further advertising plans are 


being considered. The federation, 


formed early this year with Almon 


E. Roth as president, embraces the American Merchant Marine Insti- 
tute, Association of American Steamship Owners, Pacific-American 
Steamship Association, Shipowners Association of the Pacific Coast, 
and Pan-American Tankship Association. 


‘Pictorial Review’ Set Up for Hearst Papers 

New York, Sept. 22.—Herbert W. Beyea, manager of Hearst Adver- 
tising Service, today announced formal creation of Pictorial Review, 
tabloid news and picture section of 24 pages or more to be distributed 
with Hearst Sunday newspapers in New York, Chicago, Detroit, San 
Francisco, Los Angeles, Seattle, Baltimore, Pittsburgh, and the Mil- 


waukee Sentinel. 


Advertising is limited to four pages, with a black 


Foundation 


Enlists Aid of Salesmen 


New Booklet Tells 
How Branded Goods 
Have Helped Everyone 


New York, Sept. 21.—Brand 
Names Research Foundation, New 
York, has issued to salesmen of 
member companies “Your Bread 
and Butter,” a handbook on the 
reasons behind the value of widely- 
advertised brands and the reasons 
why “most women buy by brand.” 

This is the newest activity of 
the foundation, organized by a 
group of apparel manufacturers 
last February, with George L. 
Russell Jr., president of John B. 
Stetson Company, as chairman, 
and A. O. Buckingham, vice-presi- 
dent of Cluett, Peabody & Co., as 
vice-chairman. 

In “Your Bread and Butter” the 
salesmen are told that “consum- 
ers are 85% women. Women buy 
for themselves, for their husbands 
and children, for their homes.” 
Reasons why “most women buy 
by brand” are listed as: 


Why Brands Are Preferred 


“1. Because it’s easy to iden- 
tify by brand name the particular 
make of hosiery or corsets or shoes 
she wants, because she has tried 
them and knows they suit her pur- 
pose. 

“2. Because she knows that if 
for any reason she is not satisfied 
with a well known branded prod- 
uct, she can usually return it and 
get her money back. 

“3. It saves time to buy by 
brand—her time and the time of 
the overworked store clerk. He 
has no need to sell her if she is 
already sold on a certain brand. 
All he has to do is wrap it up. 

“All over the United States,”’ the 
foundation points out, “people are 
on the move—war workers and 
their families, servicemen and 


their wives, relocating for the 
duration or for good, far from 
their home towns. But buying 


habits are strong. Wherever they 
go, women want the brands with 
which they are familiar, the good 
old standbys they used to buy at 
home, the reputable nationally ad- 
vertised brands they know can be 
depended upon.” 

These changing times have 
caused more and more important 
stores, the Foundation explains, to 
emphasize brands. For example: 
“Gimbel Brothers in Philadelphia 
held a store-wide promotion for a 
week of Famous Fashions... 
Marshall Field & Co. and Mandel 
Brothers in Chicago, B. Altman & 
Co. and Saks-Fifth Ave. in New 
|York, the Hecht Company in 
Washington, Buck’s in Wichita, 
Smith’s in Oakland—from coast to 
coast leading retailers are getting 
aboard the Brand Wagon.” 


Case Histories Cited 


The handbook cites case his- 
tories showing how several pro- 


ducers of advertised brands—Osh- 
|kosh B’Gosh overalls, Van Heusen 


and white page in all nine papers costing $6,582; in the six eastern! ojjars, Sunkist oranges, Kleenex, 
papers the cost is $5,579; in the three West Coast papers, $2,340. 


Sweets Company Tests New ‘Tootsie Pud’n’ 


New York, Sept. 22.—Sweets Company of America, Hoboken, N. J., | 
37| is testing consumer acceptance of Tootsie Pud’n, new chocolate pud-|it is shown, an industrial worker 

4 : < , ae aed: ‘ vonnie 3 
46| ding product, through grocery store displays and point-of-sale in New | a years ago had to work 4% 
| hours. 
|had to 
|pay for overalls which in the in- 


. | England. Duane Jones, New York, is the agency. 
58| Christiansen Opens Own Advertising Agency 


Chicago, Sept. 22.—H. E: Christiansen, for the past six years vice- 
president of Henri, Hurst & McDonald, Chicago agency, has resigned 
to open the Christiansen Advertising Agency with offices at 221 N. 


LaSalle St., Chicago. 


|G-E refrigerators, Goodyear tires 
|—have put ever-increasing value 
| into their products. 

To pay for his Oshkosh overalls, 
Just prior to the war he 
work only 2% hours, to 


tervening years had been im- 
proved by such processes as the 
“Vestbak,” graduated sizes, San- 


forizing and Sta-Blue dyeing. 
At a promotion cost of only % 
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cent for every dozen, Sunkist in by Willys... Handie-Talkies by | 
the last 30 years has cut the price| Motorola, Fiberglas by Owens- 
of oranges more than 50% and|Corning, Koroseal by Goodrich.” 
greatly improved the quality. . .| Salesmen of Foundation member 
In 20 years the price of Kleenex|companies are urged “to keep 
has been reduced steadily, while | pushing not only YOUR BRAND, | 
the product and packaging have|but brands in general.” 
been consistently improved... In | 

14 years the price of a G-E re-| FAWCETT LAUNCHES 
frigerator was more than cut in| BRAND NAMES DRIVE | 


half; the running cost reduced ; 
three-fifths; the cooling capacity|_ New York, Sept. 21.—Fawcett | 
stepped up 56%. . . In 30 years| Publications, with the belief that | 
Goodyear has reduced the price of | “brand advertising, of all products, 
its All-Weather tire by five-sixths | is the most potent force in Amer-| 
and provided an “average of 16|i¢a,” has launched a series of ads | 
times longer wear.” in 15 large city newspapers to. 
; prove to the public “the economic | 

Asked to Sell All Brands soundness of brand advertising, | 

All this, the handbook shows, | 2nd its lasting benefits . . .” 
has been made possible by brand| First ad, appearing yesterday 
name advertising, which has stim-|@"d scheduled in the 15 papers 
ulated mass demand and mass|°nce a month through December, | 
production. is captioned “A Public Statement 
The handbook quotes Josef|9" Brand Advertising.” Twenty-| 
Stalin: “Without American pro-|nine paragraphs are used to de- 
duction, the United Nations could | scribe brand advertising in general 
never win the war,” and empha-| @5 4 “Process of constant competi- 
sizes that, in addition to speeding| tive improvement . . . responsible. 
victory and saving lives, many | ™ore. than anything else for the 
wartime products of American | @mazing advances in living stand- 
laboratories and factories will be-| ards which have been taking place 
come popularly - accepted brand|in America ever since advertising 
names. Some of these are “Jeeps! first came into being.” Specific 


| 


LOOKS TO FUTURE—Onondaga Pot- 
tery Co., Syracuse, used this news- 
paper copy to tell consumers about 
its wartime manufacture of indetectible 
anti-tank mines and promises that new 
techniques and skills which have been 
learned will be reflected in the com- 
pany's postwar product. 


examples are also used of case 
histories of brand advertisers who 
have raised sales volume, lowered 
cost to consumer, as well as helped 


{Wichita KFH\ _ 
. 


BOEING AIRPLANE CO. PHOTO 


Boo 


mLown's 


"BIG! ® 


Another FIRST for Booming Wichita ... one of the greatest indus- 


trial achievements in American history—the production of the big- 


gest bomber in the world, in the air six months ahead of schedule! 


WICHITA is also first in the U. S. in wage earner employment 


gains... first in the great Southwest in solid sales gains. Kansas, 


with Wichita its industrial and financial center is going places in 


a bigway.. 


America’s permanent Aviation Center. 


Wichita is a 
Get the Facts at 


For permanent 


sales increases. 


stay on that Sell- 


ing Station in 
Richest 
Market 


Kansas’ 


CBS 5000 WATTS DAY & NITE 


. already planning for practical peacetime expansion as 


Hooperated City 
any Edw. Petry Office 


KFA 


WICHITA 


CALL ANY PETRY OFFICE 


)with October issues. 


Advertising Age, September 2 


to inform the public on perform- 
ance and quality of their products. 


Case Histories Given 


Between these 1,000-line ads 
will be several two-column inser- 
‘tions a month, tracing the history 
|of some famous brand, such as 
Coca-Cola, which started from a 
small beginning and worked up to 
“a vast business . .. with millions 
of continuous sales messages a 
day.” 

The “Public Statement” ad will 
also appear in various sizes in a 
large list of leading industrial 
and business magazines, beginning 
In addition, 
Fawcett will send proofs to 5,000 
manufacturers and _ advertisers. 
| Luncheons will be held, under the 
auspices of Fawcett, at which the 
drive will be previewed by various 
groups, including the Grocery 
Manufacturers of America, Pro- 
|prietary Association and others. 
| Agency in charge is Hill Adver- 
'tising, New York. 


Month of Hearings 
to Help Determine 


Radio Allocations 
Will Trot Out War 


Developments as 
Spectrum Is Divided 


Washington, Sept. 21.—Many of 
‘the carefully protected secrets of 
postwar electronic miracles will be 
brought into the open at month- 
long hearings on future radio 
plans which the FCC will open 
|here Sept. 28. 

More than a hundred witnesses 
|have already signified their inten- 
tion of appearing before the Com- 
/mission as would-be users of the 
air-waves make their bid for seg- | 
iments of the radio spectrum, | 
‘which must be redivided by the| 


|Commission in the light of recent | 


|technical advances in radio. 

From the point of view of the | 
public, information which will be | 
available on the immediate needs 
|of television, and of plans for fac- 
simile will be of particular inter- 
jest, but there will no doubt be 
many surprises introduced by pro- 
ponents of electronic gadgets rang- 
ing from spot removers to heat 
regulators. 

Time has already been doled out 
for the entire month of October, 
;and a minute-by-minute program 
is available from the FCC. It 
reveals an amazing number of 
broadcasters interested in  fac- 
|simile and a considerable number 
who have something to say about 
FM and television. 


Must Divide Spectrum 


In dividing the radio spectrum, 
the Commission determines the 
maximum number of any particu- 
lar radio device which can oper- 
ate, so the hearings will represent 
a great tug-of-war, with several 
dozen competitors involved. 

It will open next Friday, with 
the first three days devoted to a 
general report by members of the 
Commission staff who have been 
studying the very high frequency 
band, a mysterious area of the 
spectrum reported to have many 
possibilities. 

Later Dr. W. R. G. Baker, Gen- 
eral Electric vice-president, and 
chairman of the Radio Technical 
Planning Board, made up of in-| 
dustry and government engineers, 
will testify, and the 13 special 
panels of the board will submit 
reports on various radio activities. 

First week of the hearings will | 
be devoted to fixed public service | 
stations, aviation, amateur and 
short wave. Broadcasters will get 
the second week, when the Com- 
mission covers standard, FM, non- 
commercial educational, television, | 
facsimile and other’ broadcast 
|services. Third week is devoted to 
police, emergency and_ special 
| services, such as relay press. 

Many surprises will come in the} 
fourth week, when industrial uses | 
of radio will be discussed, as well | 
|}as new radio services, many of | 
|'which have never been mentioned | 
publicly. 
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Calling all cars stored So if you have one 
e, 


away 

Or not used to full 

capacity. | 

They're badly needed in 

war work 

And will help ease the 
scarcity. 


- 

Time is vital in 
crisis 

Cash in your bus 
s 

At our extra | 
Prices 

NOYES BUICK are not just takiny 

are yiving in suct a big way that cust 

ers having good cars to sell leave {/ 

with us for bulging pocketbooks, 


Our policy is not one of how little. but how 
much can we pay. You don’t have to take ou, 
word for it. That's what hundreds of eye and 
ear witnesses say. 


Shouldn't that in turn logically sug 
Better cash in now while the cashing js 
by calling Noyes Buick’s PURCHASE Mana-. 


NOYES BUICK SALES CO. ASPINWALL S200 
940 COMMONWEALTH ave. 


RHYMER—This local newspaper copy, 

one of a series of ads used by Noyes 

Buick Co., Boston distributor, offers 

“extra fancy prices’ to consumers who 

have good cars which can help ease 
the scarcity. 


Ferger Elected 
Publisher of ‘Enquirer’ 


Roger H. Ferger, assistant pub- 
lisher and general manager of the 
Cincinnati Enquirer, has beer 
elected publisher succeeding Wal- 
ter F. Wiley, who died on Aug. 
24. Mr. Ferger was elected by 
American Security & Trust Com- 
pany, Washington, D. C., trustee 
of the John R. McLean estate, 
owner of the Enquirer. 

Mr. Ferger joined the Enquirer 
in 1920 as head of the advertising 
department. He subsequently held 
positions as director of sales of the 
Pacific Railways Advertising Com- 
pany, San _ Francisco, assistant 
publisher, Milwaukee Sentinel ana 
business manager of the Pittsburgh 
Post - Gazette. He rejoined the 
Enquirer in 1940. 


‘Star’, WIRE Organize 
Promotion Department 


A sales promotion and merchan- 
dising department has been organ- 
ized for the Indianapolis Star and 
Station WIRE by their controlling 
companies, Indianapolis Star Pub- 
lishing Company and Indianapolis 
Broadcasting, Inc. 

Samuel R. White, until recently 
director of sales promotion for 
Station WLW, Cincinnati, has been 
appointed manager of the new de- 
partment. 


Names Campbell-Ewald 

Great Lakes Steel Corporation, 
Detroit, a division of Nationa! 
Steel, has placed its advertising 


account with Campbell - Ewald 
Company, Detroit. 
a F 
Long After Victory In Europe, T'<re Will a 
Be Need of Victories On Th» Home bility 


Front. Put A War Message In Every Ae 
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"~ a or the fourth time DOMESTIC ENGINEERING has 
id achieved outstanding success and recognition for its 
service to the nation and to the industry it represents. 
Acceptance of these high honors for past and current 
achievements carries with it a distinct sense of responsi- 
bility for even greater effort. DOMESTIC ENGINEERING, 
% an organization, points to the consistent quality 
of effort represented here merely as an indication of the 


énl ged program planned and under way to help meet 
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9 900 Prairie Avenue, Chicago 16, Illinois 


Publishers of .. . 


a winner 


7 4 [ 4 

= f 

and O 

1 1g 

na ee 


the huge problem and opportunity facing all of us in 
the coming post-war period. 

We offer these accumulated honors as a sign of an 
alert organization, keyed to the requirements of the 
times and composed of determined men and women 


engaged in the task of serving great industries. 


% The editorial com- 
petition referred to 
in the award repro- 
duced at the left is 
conducted annually 
by Industrial Mar- 
keting. The actual 
presentation was 
just recently made 
at the annual meet- 
ing of the National 
Industrial Advertis- 
ers Association in 
Chicago. 1944, the 
7th year this contest 
has been held, 
brought a total of 
305 entries. The 
judges of the 7th 
competition consist- 
ed of an outstanding 
group of advertising 
managers and 
agency executives. 


The large plaque 
shown above and 
received by DOMES- 
TIC ENGINEERING 
is for excellence in 
the Class | Division 
of the Competition. 
This class one divi- 
sion was for entries 
competing for the 
best series of arti- 
cles or editorials on 
one theme on a defi- 
nite objective ap- 
pearing in a series 
of issues. 
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Paper Will Remain 
Tight Until June, 
NPA Meefing Told 


Magazines’ War Work 
Praised by F.D.R.; 
Warner Reelected 


Shawnee-on-Delaware, Pa., Sept. 
20.—While the great work in 
paper salvage and _ conservation 
carried on by the Periodical Pub- 
lishers National Committee in co- 
operation with other publishing 
interests was hailed as a prime 
factor in enabling a fourth quarter 
paper cut to be avoided, members 
of the National Publishers’ Asso- 
ciation were warned by WPB offi- 
cials at its convention here that 
the paper situation will remain 
tight until June 1, 1945, at least, 
and that salvage conservation 
efforts must not be reduced. 


|tion on the remarkable job which 


Arch Crawford, who has been | June 1 of next year, and urged 


in charge of the paper effort, | 
working on the three fronts of | 
salvage, wood cutting and con- 
servation, reported to the conven- 


has been accomplished by the| 
energy and enthusiasm of the 
magazine men who made up his 
forces. William B. Carr, Time, on 
salvage, Arnold Friedman, Chain 
Store Age, on conservation, and 
Irving Ingalls, American Agricul- 
turist, on farm pulp wood produc- 
tion, gave a detailed account of the 
activities of their groups. 

Mr. Friedman described in de- 
tail the initiation in Peoria of a 
paper holiday, which means the 
use of no paper for wrapping pur- 
poses except when necessary, and 
said that the idea has been spread- 
ing nationally and is winning ac- 
ceptance from both retailers and 
the public. 


Roosevelt Praises Publishers 


Donald Shook, one of several 
WPB officials who addressed the 
convention, told the publishers that 
even with the most favorable mili- 
tary developments in Europe, there 
is little hope of any relaxation in 
the paper supply situation before 


that paper salvage and conserva- 
tion efforts be maintained to the 
fullest extent in the meantime. 

President Roosevelt sent a let- 
ter to the convention praising the 
periodical publishing industry for 
its contributions to the war effort, 
and especially its campaign against 
inflation. 

“The accomplishments of the 
National Publishers Association,” 
Mr. Roosevelt said, “have set a 
new faith in public service adver- 
tising. I earnestly hope that the 
cooperation will continue to be 
available to government and the 
American people during the diffi- 
cult period of the postwar adjust- 
ment.” 

He expressed appreciation of 
NPA’s “outstanding contribution 
to the prosecution of the war,” 
notably for economic stabilization, 
on war bonds, and on wood-cut- 
ting and paper conservation. 

“T have noted especially,” the 
President said, “the broad and 
valuable participation of the mag- 
azines in the program to inform 
the people of the wartime problem 
of inflation. I have always be- 
lieved that the American people 
would respond wholeheartedly in 


Advertising Age, September 


meeting any national problem, if 
it were explained to them clearly 
and if they were told how they 
could help. The cooperative re- 
sponse of all groups to govern- 
ment’s efforts to prevent runaway 
prices has clearly confirmed this 
faith. However, the dangers of 
inflation will remain great even in 
the reconversion period, and the 
task of informins the public of 
this continuing problem must be 
carried on with unabated vigor.” 


Asks Continuance of Council 


A. E. Winger, executive vice- 
president of Crowell-Collier Pub- 
lishing Company, and a director of 
the War Advertising Council, 
urged that advertising executives 
“examine most carefully the pos- 
sibilities of keeping the Council 
alive after the war.” 

“When Germany falls, the war 
will not be over,’ Mr. Winger 
said. “Neither will the need for 
war-theme advertising have passed 
completely. ‘lnere is another dan- 
gerous and fanatical enemy in the 
Pacific. And, once this enemy is 
defeated, there still will remain 
the critical and complicated prob- 
lems of postwar adjustment. 

“Many of the problems of these 
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A *B.P.1.C. Specialized Export Magazine 


Cultivate Latin American 


JULIO 
de 
1944 


industry by advertising in the 


publication which this industry 


reads. You may be sure that it 


is valued and read because it 


and importers. 


Tubos y cintos de material pidstico estiredes 


por presion a temperature requiada exoctomente 
{¥eese of orficelo ecerce de los meterivion plértices, en le pégine 74! 


INTERNATIONAL CORPORAT 


details about 


circulates to paid subscribers. 


INGENIERIA INTERNACIONAL INDUS- 
TRIA, established in 1919, and published 
monthly in Spanish enables you to do the 
type of directed coverage advertising job of 
Latin American industry that you are accus- 
tomed to doing with American industry in 


the specialized domestic magazines. 


INGENIERIA INTERNACIONAL INDUS- 
TRIA is a SPECIALIZED Export Magazine, 
circulating to Latin American industrial and 


engineering executives, government officials 


Have you seen a recent copy of INGENIE- 
RIA INTERNACIONAL INDUSTRIA? Look 
over the increasing number of advertisers. 
Note the outstanding editorial job this maga- 
zine is doing. It will pay you to send for full 
INGENIERIA 
CIONAL INDUSTRIA, and the various ex- 


INTERNA- 


port services we offer manufacturers. 


ION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 


[Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co. (Inc.)] 
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FARMACEUTICO 


published monthly in Span- 


published monthly in Span- 


published mont 


ish. circulates to the Latin ish. circulates to the Latin lish and circu 


American industrial and en- 


nis : aja engineering. governmental the automotive 
mone rng. Gove —— ntal and and importing paid = sub- transport fie 
mporting paid subscriber scriber readers. Established 
readers. Established 1919. 1919. Established 1924. 


American construction and paid subscription basis to 


Africa, Europe and Oceania. 


hly in Eng- 


aw Py the automotive trade 


4 published monthly in Span- 
lating on a ish and circulating on a ish and circulating on a 
paid subscription basis 


transport field in Latin 
America. Established 1917. 


published monthly in Span- 


to paid subscription basis to 
and the drug trade and health 
field in Latin America. Es- 
tablished 1925. 


<9, 1944 
two periods will require ; 
tinued support of advertici,. 
Even with cutbacks of 40 1) 59° 
manpower still will be n: di: 
war industries—needed ai Ths 
when the temptation wil! |. 
hunt up a more secure ) 
civilian production. Ad\ 
stil] will be needed to ke: 
workers on the job and to 
additional workers for those ori; 
cal industries which remai, 

“Shipping needs in the Pacis 
will increase rather than decreag, 
and.men must be recruited tv ma, 
the new ships which will contin, 
to slide down the ways in 
numbers. 

“War bonds still must bx 
The cost of the Pacific war 
maintenance of our armed force 
during the months after the fg) 
of Germany, the money for mys. 
tering out pay, the sums requireg 
for contract terminations to spee, 
reconversion, all must be met jy 
part out of the sale of war bonds 

“The economic stabilizatio, 
campaign will be more importan; 
than ever, in spite of cutbacks ang 
some unemployment.” 1 


Officers Reelected 


William B. Warner, McCall Co,- 
poration, was reelected presiden 
of the association. Walterp 
Fuller, Curtis Publishing (Com. 
pany, was reelected vice-president 
Arthur Moore, Hearst Magazines 
was reelected treasurer and F. | 
Wurzburg, Conde Nast, secretary 
A. E. Winger, Crowell-Colliey 
was also elected a vice-president 

Directors chosen were A, | 
Cole, Reader’s Digest; C. B. Larra- 
bee, Printers’ Ink; Henry Lee 
Simmons - Boardman Publishing 
Company; Howard Ehrlich, Mc. 
Graw-Hill Publishing Company 
Allen L. Grammar, Street & Smith 
C. A. Musselman, Chilton Com- 
pany, and Malcolm Muir, News- 
week. 

The golf tournament, played 
under unfavorable weather condi- 
tions, resulted in Robert Luchars 
Machinery, winning the top prize 
for low net, while Marvin Pierce 
McCall’s, won low gross honors. 


Willoughby Elected V. P. 
of Lane Publishing Co. 


Howard Willoughby, vice-presi- 
dent in charge of sales of Foster 
& Kleiser Company, San Francisco, 
for the past 20 
years, will join 
Lane Publish- 
ing Company, 
San Francisco, 
Oct. 1 as vice- 
president and 
general man- 
ager. In his new 
position, Mr. 
Willoughby will 
have charge of 
Sunset and of 
the company’s 
book publishing Howard Willoughby 
division. 

Active in Pacific Coast advertis- 
ing fields for many years, M. 
Willoughby is a past president 0 
Alpha Delta Sigma, nationa! hon- 
orary advertising fraternity, pas! 
president of the San Francis¢ 
Advertising Club and one of te 
organizers of the Pacific Adver- 
tising Association. 
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Form L. A. Agency 


J. W. Eccleston Jr. and Jer 
Bayard have organized Bayard & 
Eccleston, national advertising 
agency at 711 Edwards and Wildey 
building, 609 S. Grand Ave., 
Angeles. Mr. Eccleston ha: bee? 
in charge of the creative cepalt 
ment of Essig Company, Les Al 
geles, and Mr. Bayard is a ‘ormér 
senior consultant of the agency. 
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B who will control 64% 
300 MILLIONS ANP UAL’ 


spent on STOR ’S 
and SHOPS, reo > 
more of them in... 
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Out of the nowhere 
into the NOW... 


ee 


Science may discover, research refine, 
invention improve, laboratories learn more 
about, experiments expose, technology take 
big steps forward .. . and most people turn 
to the comics strips where that sort of thing 
goes on all the time! 

Postwar plans and products publicity 
have promised so much that the public 
remains in Missouri, refuses to get high 
blood pressure over possibilities. 

After all, people are pretty realistic. The 
bride who wants a dream house looks for it 
in department stores. 

Department stores are realistic, too. 
When they want customers, they check the 
stock on hand, and advertise in newspapers. 


Newspaper advertising is realistic, 
also; sells merchandise in very real qualities. 

If postwar plans and products are still a 
puzzle, uncertain and unsettled, newspaper 
advertising may find the answer. 


Take some space in a good newspaper, 
in one city, or ten, or a hundred. Say to the 
public: This is what we can make. It will do 
so and so, better, cheaper, quicker, or what- 
ever. It will cost about so much, be ready for 
delivery about when. Do you like it? Would 
you want it? Will you buy it? Let us know, 
phone or write, no obligation ... And you'll 
get action, and possibly orders! 

The public will say: This outfit means 
business, no foolin’! And give your proposal 
earnest attention. And since newspapers 
reach people who want virtually everything, 
you'll get response enough to indicate a 
market, or a mistake! 

If your postwar products are definite, 
don’t expect much reaction until you ap- 
proach the public in newspapers. 

Because newspaper advertising makes 
things real to people—says it’s here (and 
tells where), come and see it, come and get 
it; costs so much, sold by somebody you 


know, street and number . . . And people 
can look in a window, stop in a store, look it 
over, ask questions, find out if it fits their 
needs; and if they want it, reach in their 


pockets, write a check, stop at the bank. 


Newspapers report realities, things 
people want toknow, need toknow today; are 
more read, more believed, more respected, 
more necessary to more people than ever 
before. And newspaper advertising is a forni 
of news, about things that people want or 
like or will have... 

It reaches large masses of people; it 
reminds, suggests, stimulates; wraps up the 
ready demand, converts desire into demand, 
turns out of the nowhere into the now; calls 
for action, gets action; sells people, ideas, 
goods—sooner, positively, profitably. 

And newspaper advertising, now... is 
the surest, cheapest insurance of a new 


market for any new product tomorrow! 


Che Philadelphia Mrguirer 


.. the first advertising medium of Philadelphia...This advertisement is one of a series in behalf of newspaper 


advertising ...and is available to any newspaper for reproduction or publication, without credit . 


Nationa ApvERTISING REPRESENTATIVES: Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis; Keene Fitzpatrick, San Francisco 
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Timely Clothes, Inc., Rochester; 


Pacific to Launch | Joseph & Feiss Company, Cleve- National Program 


land; and Rose Bros., New York. 


Maker-and-Mill 
Specialty Drive fabrics will continue to be avail- 


New York, Sept. 20.— Three|able to clothing manufacturers | 
clothing manufacturers have|that have already used them. 
joined with Pacific Mills, New 


tribution on a new Pacific fabric. 


Each has been given exclusive dis- for Ekco Cutlery 
Pacific’s regular line of specialty Stresses Quality 


directed to those who appreciate 
better kitchen equipment and to 
men through their familiarity with 
the principle of hollow grinding as 
applied to razors. 

Flint hollow ground cutlery is 
manufactured at Geneva, N. Y., by 


Chicago, Sept. 21.—One of the| Geneva Forge, Inc., a subsidiary 
most extensive advertising cam-|of Ekco Products Company. 
Over-all planning and schedul-| paigns ever to be launched on any 
York, worsted division, in the mer-| ing of the cooperative advertising| kind of cutlery has been started 


chandising and promotion of three | campaign is being handled by Wil-| by Ekco Products Company for its Hevenor Agency Named 


completely new specialties in| liams & Saylor, Inc., New York.| Flint hollow ground cutlery. 


men’s clothing for 1945, each made | Morton Freund Advertising Agency 


cialty fabric. Each product will| work closely on the campaign, as | Magazine, 
ploys, and the names of both Pa-|tising of its own. 

cific and the clothing manufac- | (oa 

turer will be on the combination . 

label: Each will be advertised in| Directs WSGN Programs 
full-page, full-color space in na-| Jack McCormack, 


Ladies’ 


| addition, 


Hevenor Agency, Albany, N. Y., 


‘ é C The schedule calls for half and|/has been selected to handle the 
of a different type of Pacific spe-| handles Timely Clothes, and will | full-page advertisements in Brides’ 


‘ aa Good Housekeeping, 
be named from the fabric it em-| well as placing additional adver-| House Beautiful, House & Garden, 
Home _ Journal, 
| Magazine go 7 Week og neccaulapiadiieipibin 
/out the fall and winter months. In 

500-line advertisements Typographer Moves 
staff an-| will appear in Metropolitan Group 


$100,000 “Know Albany” campaign 
(AA, Sept. 18) to promote Albany 
as an industrial and commercial 
Parents’ | center. 


Alfred J. Jordan, Inc., Philadel- 


tional magazines, beginning next|nouncer of Station WSGN, Bir-| papers, as well as other leading | phia advertising typographer, has 


spring. 


|mingham, Ala., has been appointed | newspapers. 
The three manufacturers 


are program-production manager. 


|moved its plant to 12th and Arch 


Appeal to the women will be} Sts. 


Mosr of us have been anticipat- 
ing the world of tomorrow through 
rose-colored glasses for what seems 
a long time. 


will be a process of evolution rather 
than revolution. 


In the meantime, the manufac- 
turer out of touch with his pre-war 


The truth is that the many new market has the problem of reestab- 


The shape of things to come 


is in excess of 600,000 — the largest 
evening newspaper circulation inthe 
country. It maintains its standard 
of editorial excellence through this 
trying period of war. It provides 
the logical way to reach most of the 


Bae- 
a 


comforts and pleasures of the future 
will follow a definite schedule. The 
starting point in this schedule is the 
winning of the war. Next comes an 
interval of adjustment, giving 
industry the opportunity to reorgan- 
ize and retool for peacetime pur- 
suits. Then we can expect to see 
many innovations to lighten and 
brighten our daily routine. They'll 
put in an appearance one by one. It 


lishing a volume outlet for his post- 
war merchandise. The large centers 
of population, such as Philadelphia, 
offer the surest source of potential 
customers. Philadelphia, third larg- 
est city, is particularly easy to reach 
because nearly 4 out of 5 of its fam- 
ilies regularly read one newspaper. 

That newspaper is The Philadel- 
phia Evening Bulletin. It goes home 
in this city of homes. Its circulation 


homes with the story of your prod- 
ucts, present and future. 


IN PHILADELPHIA — 
NEARLY EVERYBODY 
READS THE BULLETIN 


Buy more War Stamps from your newspaper bey 


Advertising Age, September 25 1944 
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FEATURES GUILDSMAN—Opening ad 
in a campaign appearing in magazine 
sections of Sunday newspapers in major 
markets is this copy which plays up the 
trademark of the Wine Growers Guild, 
a group of four cooperative wineries 
belonging to some 300 California grow. 


ers. Erwin, Wasey & Co., San Fran. 
cisco, is the agency. 


First West Coast 
Public Relations 
Clinic on Oct. 5 


San Francisco, Sept. 21.—The 
first of a series of public relations 
conferences on the West Coast 
sponsored by the National Indus- 
trial Information Committee will 
be held Oct. 5 at the St. Francis 
Hotel here. W. M. Jeffers, presi- 
dent, Union Pacific Railroad Com- 
pany, will be its principal speaker, 

The clinics, a number of which 
have been held in the East and 
Middle West, are arranged to bring 
together men who have done out- 
standing jobs in public relations, 
and whose discussions will clarify 
problems which confront manage- 
ment. 

Others who will speak at the 
San Francisco meeting, besides 
Mr. Jeffers, are Charles E. Moore, 
president, Joshua Hendy Iron 
Works, San Francisco; Edwin G. 
Nourse, vice-president, The Brook- 
ings Institution, Washington, D.C.; 
Dr. Donald B. Tresidder, presi- 
dent, Stanford University; Ever- 
ett R. Smith, director of research, 
Macfadden Publications, New 
York; Adrien J. Falk, president, 
San Francisco Chamber of Com- 
merce, and vice-president, S & W 
Fine Foods, Inc.; W. Howard 
Chase, director of public services, 
General Mills, Minneapolis; and 
Charles L. Wheeler, executive 
vice-president, Pope & Talbot, Mec- 
Cormick Steamship Company. 

Following this meeting, others 
on the West Coast will be held in 
Los Angeles, Seattle, Wash., ana 
Portland, Ore., succeeded by fur- 
ther conferences in Salt Lake Cit) 
and St. Louis, Mo. 


To Pacific Gas 


Marshall Virello, formerly ad- 
vertising manager of the Times, 
Palo Alto, Cal., has been appointed 
administrative assistant to Hobert 
Gros, manager of the pu licity 
and advertising departmen|, P@- 
cific Gas & Electric Company, 52! 
Francisco. 


Higby Names Kaufman 


Samuel Higby Camp In ‘tut 
for Better Posture, New Yo has 


'named Frank H. Kaufman .. © 


New York, to handle advé 
in trade, educational and ! 


| publications. 
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rou read a lot these days about pressure groups. 
Here is a chance to read about one of the most 
powerful “pressure groups” in America. 


l’s a buying-pressure group of millions of maga- 
zine readers—all ages, 6 to 60—the readers of that 
new publishing phenomenon, the magazine comics. 


\ recent survey brings out some amazing facts: 


Fact 1: When parents were asked if they buy 
advertised products as a result of pressure from 
their children, 38°% said “Yes.” 


oO 
Fact 2: When grown-ups were asked if they, them- 
selves, read the magazine comics, we found that 
half of all men and women between ages 18 and 
30 do—plus more than 25°%, of adults over go. 
Fact 3: When advertisers were asked what results 
they get, we were given abundant evidence that 
the magazine comics offer tremendous sales-power. 
[wo examples: 


A certain manufacturer, using magazine comics 


exclusively, sold 100,000 fox-tails to children. 


—A single-page advertisement placed by a chain 
of stores, containing a couponed premium offer 
tied in with window displays in 554 stores, caused 
10,000 children —accom panied by parents —to visit 
the stores for coupon redemption. 


Another Fact: The enormous primary newsstand 


circulation of the magazine comics (NOW 25,000,000 


per month for all groups, including our own) is 
only part of the staggering total of actual readers. 
The majority of copies are traded hand-to-hand 
until they fall apart. From individual case histories, 
readers-per-copy can be estimated at anywhere 


from 5 to 213, and not be far wide of the mark! 


Fawcett Magazine Comics and their 4,293,000 
monthly circulation have no space available to 
day. But keep in touch with us; schedules some- 
times fluctuate. And moreover, postwar selling 
will need a “pressure group” medium of such 
spectacular density and sales-power, 


FAWCETT 
MAGAZINE COMICS 


Captain Marvel Adventures, Captan Marve Jr., Captaim 
Midnight, Don Winslow of Tle Vai funn d{nimals 
Whiz Comics, Master Comics, Wow Co Fawcett Pub 
lications, Inc... New York 18: 1501 Broadway. Chicago 1 


260 North Michigan Avenue Edward S Townsend Co.., 


Los fn eles lyf Pacifi Vutua Building San Francisco 4 
Russ Building 
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Two Join N. Y. Agency 


Lillian Gordon, research chemist 
formerly with the Bureau of 
Home Economics, U. S. Depart- 
ment of Agriculture, has joined 
Sheldon, Morse, Hutchins & Eas- 
ton, New York, as a_ technical 
copywriter. Adele Gilruth, for- 
merly with Campbell-Ewald Com- 
pany, has joined the consumer 
publicity staff of the agency. 


FACT NO. 4 — 
For the past 6 years, 
BAKERS’ HELPER has 
carried the largest ad- 
vertising volume per is- 
sue—the logical result of 
editorial leadership. 


'11-Month War Ad 
Newspaper Total 
Hits $55,541,000 


| 166,275, followed by Red Cross, 


$2,864,688, waste paper salvage, 
$2,422,709, and fat and grease 
salvage, $1,808,723. 


NEWSPRINT USE DROPS 


New York, Sept. 20. — Daily 


New York, Sept. 21.—Advertis- | newspapers reporting to American 


ing in support of the war program | Newspaper Publishers Association 
|in United States daily and Sunday | consumed 182,432 tons of news- 


|/newspapers in June totaled $8,- 
| 254,036, and reached $55,541,144 in 
| Sas 1l-month period ended June 
| 30, the Bureau of Advertising, 
American Newspaper Publishers 
Association, reports from figures 
compiled by Advertising Checking 
Bureau, Inc. 

War bonds, which included all 
advertising on the 5th War Loan 
from May 28 through July 8, ac- 
counted for $6,689,828 of the June 
compilation and totaled $25,388,- 
612 for the 11l-month period. 
Waste paper salvage was second 
in June, with $197,533, followed 
by gasoline conservation, $154,168, 
fat and grease salvage, $153,681, 
U. S. Army recruiting 


forces recruiting, $144,387. 
“Don’t Telephone” ranked sec- 
ond for the 11 months, with $4,- 


|print paper 


in August, 1944, as 
| compared with 217,054 tons in 1943 
land 224,361 tons in 1941. This 
|was a decrease of 16% from Au- 
gust, 1943, and of 19% from Au- 
gust, 1941. The year 1941 is the 
base for calculating allowable use 
by newspapers. 


Appoints Peck Agency 
Refrigeration Corporation of 
America, New York, has appoint- 
ed Peck Advertising Agency, New 
York, to handle its account. 


(except | 
Wac), $150,000, and other armed | Philadelphia Direct Mail Club, has 


Pfeiffer Joins ‘Harper's’ 
George Pfeiffer, founder of the 


J 


‘been appointed circulation man- 
jager of Harper’s Magazine, New 
| York. 


Advertising Age, September 


Beacon Promotes Zero 
Via Radio and Contest 


Beacon Chemical Corporation, 
Philadelphia, for its household 
cleaner, Zero, is using extensive 
newspaper, radio and magazine 
space with the theme, “Clean To- 
morrow’s Way, Today.” Advertis- 
ing carries an offer of $5,000 worth 
of $5 grocery orders for winning 
letters on new uses of Zero, and 
the contest is explained to grocers 
in brochures distributed by the 
company. McKee & Albright, 
Philadelphia, is the agency. 


FCC Okays Switch 


FCC approval has been obtained 
to the two-way transfer of prop- 
erty of the Iowa Broadcasting 
Company which  sold_ Station 
WMT, Cedar Rapids, te American 
Broadcasting Company in ex- 
change for transfer of Station 
WOL, Washington, to the Iowa 
company. The transfer was ar- 
ranged in accordance with a Com- 
mission ruling requiring that the 
IBC, which also owns Station 
KRNT, sell one of its Cedar Rap- 
ids outlets. 


—and you're “in” with METAL PLANT BUYERS 


Deep in the heart of metal producing and consuming plants, the all- 
important processing goes on. Responsible for its smooth operation are 
those plant engineers and production men with engineering functions. 
MARs we call them ( METALS and ALLOys Readers ) —in charge of processes, 
design, development, and the solution of engineering problems. They 


want to know about new methods and products. They 
figure importantly in buying affairs. 16,000 of them read 
METALS and ALLOoys for aid in guiding technology today 
and tomorrow. Show them how your products will help 


when they’re concerned 


with developments like these ... 


PURCHASING 


AGENT 


PLASTIC MARRIES METAL... From now 


on plastics will aid and comfort metals; add 


characteristics they lack. Fo 
have originated door handle 
alloy, covered with colorful 


warm to the touch and everlasting. The rigid 
metal gives support to the plastics, which 
might otherwise sag under too much heat or 


pressure. 


r example, MARS 
s of die cast zinc 


thermoplastics,— cleaner and sounder, 


SPINNING IMPROVES STEEL... Many 


metal parts are now cast centrifugally — 
poured into molds that spin around. This 
MARS advancement makes castings that are 


defects, fewer rejects. Radial engine cylinder 
barrels, cylinder sleeves, pipe, bearing backs 
—these “naturals” for the centrifugal process 
are economical to produce in large volume. 


with fewer concealed 


country. 


a 


BATH TUB FOR BARGES... Many LcM-3 


tank landing barges built far inland must be 
performance checked before starting for open 
water. MARS’ practice at Warren, Ohio, is to 
test in a “bath tub’’. Here, the barges go 
through their paces. Welds are checked by 
an X-ray machine mounted on an overhead 
crane — one of only four of its kind in the 


METALS 
ALLOYS 


Engineering Magazine 


of the Metal Industries 


4701 1N OUR FAVOR... that’s our edge in firepower on the Normandy front. MARS 
did a good job to help bring about this superiority. They'll do a bigger job tomorrow, 


meeting the needs of reconversion and peacetime markets. Be sure they know where 


your products fit in. TELL them in METALS and ALLoys! 


@ @ 


REINHOLD PUBLISHING CORPORATION 


330 W. 42nd Street, New York 18, N. Y. 


\lishers’ 


Lack of Ads Rides 
Fall of France 
Says ‘Pertinax’ 


New York, Sept. 20—In 
before the war, there w 


. ery 
little newspaper adver icin; 
Newspapers and newspay) rime, 
lived on bribes, blackma ang 
government handouts, and ; 


they had accepted a “do: 
they gave their readers , ictly 
the story their benefacto) “4 
ferred. All this is made c|; i by 


Andre Geraud, writing un his 
pen name of “Pertinax,” his 
new book “Gravedigg, of 
France,” published recen: by 


Doubleday Doran & Co. 

The Havas Agency, a g 
ment-backed news _ organization 
says “Pertinax,” had an iron pri; 
on all the news, with crooked ». 
ticians’ using it to promote their 
own interests — and never mind 
what became of France. He add: 

“Better than anyone else, Lava) 
knew how to use the press (to 
spread Fascism). Most of the 
papers yielded without a struggle 
After all, this was not a very dif. 
ficult achievement. A mere score 
of men dominated the field jp 
France and they were none too 
hard to bring to heel. 

“At the hub of the wheel the 
Havas Agency handed out adver. 
tising contracts. And not merely 
advertising contracts, but the 
bounty of such gentry whose repu- 
tations needed _ currycombing 
Havas enjoyed a kind of ‘de facto’ 
monopoly. Should some riva! 
agency grow threateningly big 
it would at once be bought in. The 
major Paris and provincial news- 
papers got the lion’s share. The 
rest plotted and scuffled to get 
larger cuts. . . Facts which might 
arouse the nation to its peril were 
stifled.” 


Ad Clubs Urged 
to Back V-E Day 
Work and Worship 


Waterloo, Ontario, Can., Sept 
20.—Cooperation by local ad clubs 
in fostering a “work and worship” 
program for V-E Day is being 
urged by Art Morison, president 
of the International Affiliation of 
Sales & Advertising Clubs. 

In a proclamation to all mem- 
bers of the organization, Mr. Mori- 
son proposes that local branches of 
the club accept and act on the 
plan introduced by the Cleveland 
Advertising Club, in which cit) 
officials, industrial, church and 
labor leaders are asked to cooper- 
ate in a program for restraining 
public celebration of the European 
war’s end. 

Part of the plan includes keep- 
ing factories open, saloons, taverns 
and liquor stores closed. 


Run Coffee, Tea Series 


Campaigns for its M. J. B. va- 
cuum-packed coffee and Tree tea 
are being run until the end of the 
year by M. J. B. Company. San 
Francisco. The coffee series, using 
pictures of movie stars, wil! ap- 
pear in newspapers and ouidoo! 
posters. Tree tea copy will appeal 
in three and four-column spice 1? 
newspapers. 


To Represent ‘Telephony 

Roy M. McDonald & Co., pul 
representative in Sar 
Francisco and Los Angeles. "8s 
been appointed Pacific Coast rep- 
resentative for Telephony, © 
cago. 
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think it one of the best 
e best weekly magazine." 


fersoll, Pres. 
L STEEL DISC. 
+ WARNER CORP. 


1940 1944 


In 1940 a readership survey was conducted 
on approximately 2,400 subscribers in II 
states (and New York City)...38.4% 
of those responding voted The United 
States News the most important magazine 
Me Se GO + ek tee ee eee 


And now, 4 years later, a similar survey 
has just been completed on approximately 
2,400 subscribers in the same If! states 
(and New York City)...In this latest 
test 52.6% consider The United States 
News the most important magazine .. . 


-| ...more...and more...and more important 


Every week and week after week the im- 
portant news of national affairs is spot- 
analyzed in pictures, Pictograms and in 


simple English—clear, crisp, concise. 


Dantel fshli 


President in charge of Ad 


30 Rockefeller Plaza, New York 20,N. ¥ 


use| SOF NATIONAL AFFAIRS—more than ever important in the 


: 2 oe : ee , 
< : : he bagel os Sia or ; cs See oor 
, “iy ai Sie . a ‘ . Gee, Orgs a 
F 2 f ig : : ‘ 1 ES ! y Z c 2 Si eet eg 
: > % } ~ j : ch coy 
; ‘ ; ; ae Sie ie is i Pe: ? Ee) 
= : . - is a “pa eee Re 
2 Se 
; a F ; 
- 
‘ —-.. ees 
4 ana = 
e. : . oo €s 
i a, a a a. 
7 f; Bare = : 
. mn a ee 4 
| ~ °° CS 
peice eg “4 J » is 
fe rs a ° wes Fives 
wal x . / Ker al +9 _ “Ss 
. a a ' Se =. 
See ae Ree : aa 7 a 
. were <a « 7 i 
ve Pe . 
ry Ae oe 
J a “=. 
bs i iene “i = 
. ; ; _— ee 
“ he set 3 28 Eo 
1d ig i ee = — 
ve . ae et ¥ ae i ae 
l, + ae: ie . 
. foe, . ‘ eee, i — - 
ha ghee Raoy tes : «Steg, s had i 
ei pa ae —— an * es ‘ 
lis ER ern Tr eet: 5 a ‘ a J 
: 2 SN a oaks a toy s a 
of ae Fk . — 
Ne ee a. —— ’ 
dV pee VR Se a Saas oy ee 
ae oo E — es ee - se = 
ger 4 é ee vials, - oh ee = 
n- Bias ee — OP — 7 
yn. SL e re se . + an ne i eee Ed _. e : =a 
‘it —— om —— oe 
ly . Pet 3 oe si ca, x P : 7 oe 
‘t : re Sg ; 7 fs > a 
li- cre Ski 5 se ‘ Bi eras 
. ae Bs 4 ae eee 
Tr ae os Br ii ee sig a= hips = 7” ear 
om i —— See : 
ne eh a. ee f Ss he — 
Cee ea ee — . : a 
Is ane ——_ = 3 ie tlie 
‘al sees: xis: ithe. se Si ees ae a - 
: gel ale Se BF ee Pe Be em 
(to pola Pie; «dole ae Sysic.y . 4S alin a aN. 
te eo eae a as ete $ 28 ' ae 
h ‘ yo. ae the: i se er ; ; _ on = 
Ne " Be (a pak ee Eicgiepeaty ae cee ee Be a 
‘le 7 Mal St ‘p ae (Ra eerie pep it .s “anes 
f ‘i Tg Bs Be co) od 2 oS ae 
if- aes, OMe gee ea 
ore See wad oe — ee 
ee ae e a — aed 
in Bae aaheaee Het ie} aes! 
t 0 f : a eet A mi te 7 g 
00 « : = — Sis ¢ 
ey cee ae _ ; See ir Be 
sgh ced Dae eS oe ‘ ys =. faa 
the Ter ee eee ee = Rt aes $ 
r a = ais. > cs Ee ‘ ieee te es ; 
= ie net eae eee ee ao oe 5c i De oa os i 
. ire eRe gan te) a % 52-2 ae a f 
e ’ aac ety ea a 4 eed Se = ee 
— . gialataigt ona re r : ea : Rt heen = aS 7 
U- a % xe 7 3s ie: —_ ; es : 
1g bs : va 5 a j * oa cat Ps -. q x 
‘ ae ed “ rent SS : ee. os < 
ote eS x — | ers og 
— - eed 7a 
Phe _ ae : 
, es ; - ag ‘ : 
’ sii 3 eee), B : 
Se es 2 “ae . 
Ws > a Pat Be : r a os * |) ae 
The SERA Ls Ve a - eS a be a i 
n ; : 5 a ee ¥ : — a = 
get : A — | = 
aht a ay : P : beg 
Bill \ a x2 - - a ae = 
Ad ee it é 3 ee 
MPO tess Spe ‘ oi — ‘ns 
bee et an eae we SRS >. ote >i = - 
A ~ he ay ile at ee, = 3% : ey ot re al 
| ee re. a ay a oe a a a 
Soe : , —-_ _ 
: ie 
ae 
Be an ie: 
eal sh * 
> 7 BrP ae 
] al Ba 
ept 
lubs 
up ae 
ing a RE: 
om a 
lent ee ; 
sib a 
ae te 
as peal 
ee 
Orl- 7% ean Fl 
. het el 
S Ol 
the + 
- t yee 
land " 
city ae 
and 
per- 
ning : 
ean We oe 
| , Suit ic 7 
peD- : a. 4 Fes 
es ge. . 
erns j ' is Bi 
ee 7 
hq 
| ar ae 
1 
ae 
Va- 
tea a ; oo a 
tn e 7 4 © ve 
San oa os : 
sing : - 
‘ae “ei eee 
100! : a 
seal es 
ia Pe 3 
ie a - 4 
m4 Bi. a - 
uv- ee ee Ne mm - 
. ~ ag 7 7a 
San -. * 
has ae 
TH : Be 
rep- blo f se =a 
‘ San _— eee 
li- 2 ae f a. eo 
oe £ [J ey 
P is aa 
——_- z : < OF ae x 
¢ | fA) ae A 
: Pa 
, ‘ tae f J Wher 
Fi ln he ee | 
n ‘ *~ 
‘ =e 
4 A 
4 pas 
* , . : / wy j ' 7 Ws - 
periods [hat | é Gihéaad | ; 
- —— NN 
: . . . - ‘ . is * * - é 
’ a 3 ‘ . . P « oe , ee. = 5 « : 3 : * i. f > : : - “ag , ge " St 4 c 
- 7 2 . * J . . 


ri 
x 


10 


BANGOR sain. 


Per Capita — Effective Buying Income 


1622 


places far above average for the State — ($1085); and the 
Nation—($1103). Source: Sales Management's 1944 Survey of Buying Power 


Tue Bancor Dairy News 


MAINE’S LARGEST DAILY CIRCULATION 


Represented by Small, Brewer & Kent, Inc. 


Gradual Release 
of Restrictions 
on Paper Planned 


Washington, Sept. 21.—WPB is 
planning a prolonged tapering off 
of paper usage—estimated at eight 
to 10 months of restrictions—be- 
cause it believes that supplies of 
pulp products needed for the 
Japanese war would be jeopard- 
ized if industry were permitted to 
buy freely from paper mills after 
V-E Day. 

At a meeting of periodical pub- 
lishers last weekend, iop officials 
promised that the _ restrictions 


Advertising Age, Septembe 


would be lifted as quickly as pos- 
sible, but they pointed out that 
industry will take all the paper 
that the mills can provide once 
reconversion gets under way. 

Pent up commercial and indus- 
trial paper demands will be felt 
by manufacturers and consumers 
as soon as WPB lets loose its re- 
strictions on civilian production, 
Harold Boeschenstein, director of 
the forest products bureau, told a 
meeting of paper manufacturers, 
and he warned them that the mills 
must continue their efforts to meet 
these tremendous demands. 


Efforts Must Be Continued 


“If the paper industry relaxes 
its support for the wood-cutting or 
paper salvage drives, and other 
aspects of the program for maxi- 
mum production, the failure to 
meet anticipated demands will lie 


WOMEN'S WEARDALY ¢« 


‘10 SMOOTH ouT WRINKLES» 7 


- tn His Post- War ~ 


New 


make 


Amazing new yarns and apparel. 


chemical treatments which will 


clothes perspiration-proof, moth proof, 


heat resisting; vinyl resins that make 
household fabrics stain and waterproof; 
colloidal resins to stop the ravels and runs 
in hosiery. These are some of the prospects 


for the future. 


There will be a world of new stories to 
tell about the miraculous happenings in 
fashions and in the broader field of tex- 
tiles and apparel. There is a vast amount 
of educational work to be done for manu- 
facturers and converters to explain 
the new discoveries and what they mean 


to retailers and consumers. 


The big story in post-war textiles and 


apparel will call for the best minds in 
America’s advertising agencies. It will 
need the master touch of agency programs 
manufacturer's 


to present the story the 


best way through national trade and con- 


media. 


sumer 


one's 


The Retailer's 


Manufacturers who seldom used advertis- 


ing of a national scale now have greater 


need for agency counsel. 


It is the finest 


opportunity this industry has ever had to 


dramatize the story of fashions and fab- 


rics in terms of newest scientific achieve- 


ments. 


that their fashions. . 


Manufacturers will need to show 


. their products... 


use the new fabrics and processes if they 


are to step into the post-war sales picture 


on an even footing. 


This development is of utmost significance 


to agency men. 


Many top-ranking agen- 


cies already are well ahead in their plans 


for greater business in textiles 


parel. 


and ap- 


If your agency has never been in the tex- 


tiles and apparel field, you will find this 


an opportune time to enter. 


Smooth out 


your post-war business now by pressing 


through for profitable accounts in the 7 


billion dollar industry. 


| Wife 


Newspaper 


Fairchild Publications 


DAILY NEWS RECORD 


RETAILING HOME FURNISHINGS @ MENS WEAR e@ 


CHICAGO APPAREL GAZETTE 


Wear Daily 


@ FAIRCHILD'S TRADE DIRECTORIES 


rope they would be sadidleg yw 
high priced inventories. «y,. 
large domestic needs wil! B 
of reconversion and the 
duction of many Civilian prodye,: 
he pointed out. He also Be 
military men who declared thy 
packaging materials for the Agiag, 
war, and requirements f.; po», 


with industry, not Wpp» , 
warned. : = 

Mr. Boeschenstein att, pteq + 
calm fears of mill mei tha \ 
event of a sudden collap.« jy p," 


generally will not fall of “a 
stantially for some time afier yy 
Day. , 

At this meeting WPB announce 
for the first time that pulp ; 


quirements for the fourth . auar ter 
of the year will remain at th), 
quarter levels, despite earlier for : 
bodings of severe shortages. Eye 
continuation of third quarter aljp;. 
ments will be troublesome for ty 
civilian economy, howe, er, a 
military and rated orders are tak. 
ing larger shares of mill outpyt. 

Rex W. Hovey, who is retirip; 
as director of the paper divisio, 
explained that during the {firs 
quarter of the year 83% of grounq. 
wood and book papers Produces 
went to civilian use. With ;: 
same level of production, only 19 
of the supply will go to Civilians 
during the fourth quarter. 

The civilian print paper shortag 
will be about 55,000 tons beloy 
the amount required to meet ex. 
isting quotas, he said, but th 
printing and publishing industria 
are to make up this shortage } 
reducing inventories. At the Fry. 
day meeting periodical publisher 
agreed to accept a 15% curtail. 
ment of inventories, now at § 
days’ supply. This “loan’’ will » 
restored as soon as pulp supplig 
permit, WPB promised. 

Meanwhile WPB also announcei 
that newsprint supplies would re. 
main at third quarter levels, ani 
the Boren newsprint committe 
declared ‘that no further cut 
would be necessary. 


Joins PAG of Canada 


F. S. Auger, formerly account 
executive of A. McKim Ltd., Mon- 
treal, has been appointed advertis- 
ing manager of Procter & Gamble 
Company of Canada, Toronto. 


Seeeeeee ete tee eee 


SNOBS 


OCIALLY, a snob is 

contemptible, but 
commercially, he is the 
pepper of progress and 
the salt of security. 


In allocating his adver- 
tising appropriation, 
for example, he knows 
that he must subordi- 
nate altruistic impulses 
to financial objectives 
and base his media se- 
lections solely on tl! 

ability of the audienc: 
to buy the things h 

wants to sell. 


On this premise, T! 
Herald-Traveler hz 
no parallel in Boston 
and very few in tl 
United States. 


Always First in Boston 
Often First in America 


HERALD- TRAVELE! 


Boston, Massachusetts 
=— 
George A. McDevitt Co 


National Representatives 
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are the people of 


LAVCOLA CAND? 


Theyre factory workers and lawyers; carpenters and doctors: 


farm owners and city folks: plumbers, housewives and truck drivers 


We have established ‘Lincoln Land” in the 
Middle West; told of its productiveness and 
riches. Now let’s meet its people. 


A good cross-section are the 1,265,000 
people (like those pictured above) who have 
paid to see the National Barn Dance pre- 
sented by Prairie Farmer-WLS in Chicago on 
Saturday nights. We asked 1,886 of them 
where they live and what they do for a living. 
Half of them live in Chicago, the rest scat- 
tered on farms and towns throughout the 
Middle West. Twenty per cent of them are 
housewives, both farm and city; the rest are 
electricians, farmers and industrial workers. 
Printers, painters, policemen and firemen. 


RAIRIE }ARMER ‘ 


SINCE ™—} 184! 


CHICAGO 


BURRIDGE D. BUTLER. President 


Teachers, doctors, lawyers and ministers. 
This group are typical of all “Lincoln Land” 
folks—over 14,000,000 of them—plain, 
wholesome, direct thinking. 


Prairie Farmer-WLS is their friend, guide 
and confidant: Prairie Farmer for more than 
a century, WLS for a generation. They have 
confidence in these old friends—the ‘reason 
why”’ of this new and more effective way to 
sell these millions: Prairie Farmer and WLS 
together. This tie-up is making advertising 
history. Prairie Farmer and WLS coupled 
together... as a team... make a sales build- 
ing combination that is unmatched in “Lin- 
coln Land.” 


There’s more to the story of‘ Lin- 
coln Land’ folks: how they live, 
what they do, what they buy. 
Write for a copy of the booklet 
“These Are the People of Lincoln 
Land.”’ Prairie Farmer-WLS, 
1230 Washington Boulevard, Chi- 
cago 7, Illinois. 
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Our Boys Are 


When the Army announced re- 
cently its plans for the demobiliza- 
tion of men in the armed forces, 
following completion of the Euro- 
pean phase of the world war, it did 
not bring the first tidings that busi- 
ness must include in its postwar 
planning expansion of activities 
sufficient to enable it to reabsorb 
former workers who have been 
engaged in the defense of their 
country during the past three 
years. Many of these men have 
already been released for reasons 
of disability due to wounds, illness 
or other factors, and employers 
have therefore been studying on a 
small scale the problem which will 
be encountered on a much larger 
scale some time during the next 
six to twelve months, 


We agree with Paul Hoffman,| 


brilliant chairman of the Commit- 
tee for Economic 
that these men should not be re- 
garded as a problem, but an asset. 

Many advertisers and advertis- 
ing agencies, as well as media and 
suppliers, have set the pace for the 


advertising field in this important | 
They have been writing | 
to their former associates and tell-| 
ing them that they are expected | 


respect. 


back, and that everything possible 
will be done to provide any assist- 
ance which will be needed to fit 
them for resumption of their for- 
mer tasks. This is both a moral 
and a legal obligation, for which 


Development, | 


Coming Home 


{all business must make full prep- 


aration. 

ADVERTISING AGE recently quoted 
some interesting figures prepared 
| by Walter Crowder, of the Bureau 
lof Foreign 
|merce, regarding possible business 
volume in the immediate postwar 
‘future. He believes that if busi- 
|ness activity in 1947 is at no 
| higher level than in 1940, we may 
| have as many as 20,000,000 unem- 
| ployed. He does not believe that 
we shall have, because he predicts 
that government will step in at a 
“resistance level’’ of about 12,500,- 
000 unemployed to provide neces- 
sary action to reverse the trend. 

These figures are not necessarily 
; menacing, but they are certainly a 
challenge. They emphasize the 
importance of the work which or- 
ganizations like CED and _indi- 
vidual businesses all over the 
country have been doing to an- 


ticipate the great problems which | 


a return to a peacetime economy 
will create. The advertising field, 
including manufacturers and mer- 
chandisers, agencies, media and 
suppliers, has been doing advanced 
thinking on these problems, and 
through their 
‘importance of advertising and 
‘marketing in accomplishing the 
objectives which have been set up 
for postwar they will have a great 
opportunity to 
business at large. 


A Public Relations Problem 


Some of our readers may havé 
wondered devoted 
attention in issues to the 
fact that advertising is 
now appearing generally the 
first time on 24-sheet poster 
panels. They may have felt that 
because liquor manufacture is a 
legitimate and legal activity there 
is no reason any medium 
should not consider its advertising 
acceptable, even though 
media have rejected 
for reasons of policy. 


why have 
recent 


whisky 


we 


for 


why 


many 
it heretofore 


In reporting the facts regarding 
changes in the outdoor advertising 
situation as it affects whisky and 


ther hard liquor advertising, Ap- 
VERTISING AGE considered it as a 
problem in public relations. The 


problem affects both the advertis- 
and the medium. In spite of 
generally good policies at the man- 
agement level, 
protests 


ers 


there have been 


regarding some of 


public 


the conditions which have grown 
up in the retail liquor trade. 
Outdoor advertising, because it 
is exposed to all of the public all 
of the time, likewise has a difficult 
public relations problem. Women’s 
clubs, garden societies and safety 


officials have criticized it from 
time to time, and legislative re- 
straints of an inequitable char- 


acter have been proposed. 
Because of these conditions, the 
outdoor industry 
adopted as a policy the restriction 
of liquor advertising to painted 
bulletins and spectaculars, located 


advertising 


in such a way as not to arouse or 
justify public criticism. Now that 
policy has broken down, and 24- 
sheets, providing general circula- 
The change 
in policy may or may not prove to 
be desirable, but the public rela- 
tions problem to 
lated is still there. 


tion, are being shown 


which it is re- 


and Domestic Com-| 


recognition of the| 


set the pace for) 


"Willie just downed his fifty-sixth box of Shredded Ralston!" 


Advertising Age, September 


—Ralston Purina Company 


| 
| 


| 


Army Humor 


ment received a set of eight car- 
toons, complete with captions, 


|from the bureau of public relations | 


of the War Department. The car- 
| toons and captions are described 
las “part of the War Department’s 
|effort to keep war contractors in- 
formed of their responsibilities and 
rights in contract termination and 
|property disposal,” and they deal 
|in simple—one might almost say 


| moronic—explanations of various 
|phases of the property disposal 
|problem. It seems doubtful that 


the cartoons and captions will con- 
tribute too much to understanding 
of this subject on the part of war 
contractors, but it is refreshing 
and interesting to note that all of 
the techniques of mass persuasion 
are being utilized by so austere an 
organization as the War Depart- 
ment. 


Bank Loans 


The Bank of America arid the 
California Bank, giant California 
institutions, are both cutting new 
paths in the small loan field. Bank 
of America has just 
via considerable advertising, anew 
“Vet-loan plan,” which will be co- 
ordinated with the Servicemen’s 
Readjustment Act and which will 
|go into full operation as soon as 
the G. I. credit program of the 


government is completely clarified. | 


In the meantime, California Bank 
has carried the small loan busi- 


| before achieved with a 
folder which permits 
borrower (surely none of them 


can now be unhappy) to apply for 


simple 


, his loan—$50 to $1,000—by phone, | 


by mail, or in person. The circu- 
lars, which are simplicity them- 
selves, are 
areas where there are industrial 
plants, and as a test, a small loan 
man has been placed in one of the 
branch offices on the east side of 


Los Angeles, to see how much vol- |} 


ume can be developed in this way. 

The next step, of course, is the 
development of regular weekly 
routes for the bank’s armored cars, 
with natty small loan men ringing 
doorbells, presenting a combina- 
tion tooth and shoe brush to 
madam when she opens the door, 
and then inquiring: “Good morn- 
ing, madam, would you like us to 
leave you a small loan of from $50 
to $1,000 this week?” 


Freedom Still Rings 

You probably hadn’t heard that 
Myles H. Johns, part owner of 
WOSH, Blue outlet in Sheboygan, 
Wis., has no fear whatever of the 
FCC, the administration or anyone 
else, thus tending to prove that 


Just the other day this depart- | 


announced, | 


ness to comfortable heights never | 


the happy | 


being distributed in| 


|}shouts for freedom of the press 
and freedom of the air are un- 
necessary and that simple, direct 
action solves everything. 

At any rate, Mr. Johns has writ- 


ten to.the office of the President 
of the United States, as follows: 


|dent Roosevelt's speeches. until 
election. This decision has been 
reached because I honestly believe 
that the President’s recent much- 
publicized address (from Brem- 
erton, Wash.) was ‘political’ in its 
entirety. Our station is carrying a 
number of campaign speeches in 
behalf of or by candidates for both 
Presidential and other federal and 
local offices, all of which are be- 
ling paid for at our regular-adver- 
tising rates,” 

To thesé Courageous words 
Charles E. Broughton, editor of the 
| Sheboygan Press, takes seftlous but 
not violent objection, asserting 
| that “an election period cannot, or 
'should not, be the motive for re- 
| jecting what otherwise every radio 
|station in the country would 
recognize as important radio news 
for the people.” 

But the interesting thing, 


the 


mightily significant thing is that | 
Mr. Johns has thrown his gauntlet | No. 2382. Books and the Chicago 


jauntily into the face of the Presi- 
dent and of those from whom he 


yet, so far as this column is aware, 
nothing whatever has happened to 
him. Freedom may be dying, but 
it is a long way from dead in any 
country where such an _ incident 
can take place. 


Jottings 
On V-E Day J. L. Hudson Com- 
pany, huge Detroit department 


store, will blossom forth with a_| 


48-foot V on its store front, sur- 
rounded by a second V of flags at- 
tached to ropes extending over 
nine floors of the store building 
front on Woodward Ave... 

Ever since Arthur Garfield Hays 
ran that 200-line display ad in the 
New York Times, headed, “Wanted 

for adoption, two children be- 
tween the ages of 3 and 6,” we’ve 
been wondering how much of a 
response his client—a U. S. citizen 
in business in Mexico—got from 
the unusual ad... . 

Time, Inc., has no inhibitions. It 
is currently circularizing selected 
names on its subscription lists in 
the Chicago area, asking that 
friends or acquaintances be re- 
ferred to the publisher’s subscrip- 
tion fulfillment department for 
part-time or full-time work... 


ee 
: 
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The following documen 


. May 
be secured without charg from 
companies sponsoring th pe 
through ADVERTISING AGE, any 


national advertiser or adv: ‘jsjp, 
agency executive writing his 
business letterhead. 


No. 2401. The National Mejazing 
ads an Advertising Medii:™. 

Magazine Advertising Bureay 
New York, has issued this presen. 
tation of national magazines’ per. 
formance as an advertising me. 
dium, using charts to illustrate jts 
chief divisions: (1) the magazine 
market in terms of people; (2) the 
magazine market geographically: 
(3) how magazines reach people: 
(4) magazine advertising result 
and (5) conclusion. Included is, 
record of magazine advertising jy 
dollars, 1915 to 1943. 


No. 2402. 
Book. 


Following up the first (Atlanta 
in its series of market studies, Na- 
tional Transitads has issued this 
data book on the Dallas market 
Replete with maps and graphs, the 
study covers population, employ- 
ment, retail and wholesale dat 


Dallas Market Datg 


|/and other market facts, along wit! 
“This letter is to notify you that| some success stories on the use of 

after careful consideration I have | Transitads. 

‘decided that this radio station will | 

not be able to carry any of Presi- | 


after the forthcoming Presidential | 


No. 2403. Economic and Popula- 
tion Characteristics of Los An- 
geles County, First Quarter 
1944. 


The Los Angeles Times has is- 
sued this report —the first of a 


|series of “trend” studies showing 


a picture of the changes in the 
economic characteristics of the Los 
Angeles area since Pearl Harbor 
The report covers population and 
family characteristics, distribution 
of labor, and data on occupied 
dwellings, durable goods and small 
appliances, 


No. 2303. A Survey of Pittsburgh 
Consumers’ Postwar Plans. 


The maps, charts and tables in 
this consumer survey, issued by 
the Pittsburgh Press, provide 3 
wealth of information about the 
present wartime Pittsburgh and 3 
forecast of the future. The ma 
terial covers family status, shop- 
ping habits, employment, plans for 
postwar building and _ improve- 


secures his license to operate, and | 


| 
| book pages. Several pages «re de- 


| tribution by city sizes, by o: “uP* 


ments, etc. 


Daily News. 

This new brochure, issued y 
the Chicago Daily News, has, re 
produced in its pages, numerous 
examples of spot news and featur 
material devoted to books— in ad- 
dition to its regular Wednesda) 


voted to the weekly review, with 
special emphasis on the Christmas 
book section, including a record of 
book publishers’ linage, 193! -194 


No. 2383. About True Stor 


Miniature sales data shec's &- 
closed in a folder, issued b. Tr! 
Story, provide a handy con ensé 
tion of useful information abo! 
this publication as well as t): Wo 
men’s service magazines, weeklies 
and monthlies listed. The m ‘e"4 
covers circulation, includir 4% 


tion, income groups, etc., ae!" 
ship, True Story’s ranking ™0 
other magazines and a we 
other data. 


No. 2322. The Story of th: 
homa City Depot of Ai 
ice Command. 


This $35,000,000 wartim: . 


)kla- 
Serv: 


ject, described in the Febru: y 4” 
Transport, is retold in a new Me 


issued by the Daily Okla 


_and Oklahoma City Times. 


| 
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The "A-1" Group 
of American 
Metropolitan 
Centers. 


Here are the metropolitan centers 
which, according to Mr. Hauser’s 
analysis, have the best prospects 
of retaining wartime growth. 


Atlanta 
Charleston, S. C. 
Columbia, S$. C. 
Columbus, Ga. 
Corpus Christi 
Dallas 
Galveston 
Houston 
Jacksonville 
Miami 

Mobile 
Phoenix 

San Antonio 
San Diego 


Tampa-St. Petersburg 
Washington, D. C. 


one of 


DALLAS— 


AMERICA’S 16 MOST 
PROMISING CITIES 


(Most Likely to Retain Their Wartime Growth and 
to Continue Their Sound Development After the 


War.) 


According to Philip M. Hauser of the U. S. Census Bureau 


During the last three years great legions 
of war workers and servicemen (and in 
many cases their families) have come to 
know the cities of Texas and the whole 
southern zone of the United States for 
the first time. 


They came here to work and to train. 
They will come back here to /ive. 


Wars always bring population shifts. 
World War I started Dallas and Texas 
on a tremendous forward sweep. World 
War II brings even greater development. 


Southward and Southwestward the tide 
of America’s development flows. 


Mr. Philip M. Hauser’s recent analysis 


of urban trends goes farther than merely 
pointing out wartime growth. Post-war 
shrinkage will offset much of that in 
some cities. 


The cities that will old their growth 
and move forward are, according to ex- 
perience records, these sixteen progres- 
sive centers. Except for Washington 
they are all in the South and Southwest. 


Dallas is in the front rank in this and 
all similar surveys. 


It’s not a matter of mere boosting or 
boasting. It’s just a fact of more than 
passing importance to national adver- 
tisers. 


Sell the Readers of The Dallas News and You Have Sold the Dallas Market 


Affiliates: Radio Stations — 
WFAA and KGKO 
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Cutler-Hammer Promotes | Cincinnati district of Cutler-Ham- 


|mer Company, 


John M. Cook, formerly motor | 
control application specialist in the 


WHO SAID RADIO 
CAN DO IT? 


If you want to SELL the Negro market you 
have to REACH it effectively and econom- 
ically through their first line media THE 
NEGRO PRESS! Yes, perhaps you are over- 
looking the 7 billion dollars spent yearly by 
American Negroes. You'll be surprised at 
how easy it is to cover these spending mil- 
lions at a very low cost. Write today to 


Interstate United Newspapers, Inc., 545 Fifth 
Avenue, New York 17, New York and we'll | 
send you some startling profit-revealing facts | 
about this growing field. 


Milwaukee, has 
been appointed manager of the 
San Francisco district sales office. 


Reichhold Names Grant, 


Signs Detroit Symphony 


Reichhold Chemicals, Detroit, 
through its newly-appointed 
agency, Grant Advertising, will 
sponsor Saturday evening broad- 
casts by the Detroit Symphony 
Orchestra on 61 Mutual stations, 
starting Oct. 21. Programs will 
be heard 8:30-9 p. m., EWT, with 
additional stations to carry the 
series later in the season. 

The series will be broadcast on 
an institutional basis, and special 
promotion to announce it is now 
in preparation by Grant’s New 
York office. 


Kleinert Rubber 
Aims Campaign at 
23,000,000 Women 


New York, Sept. 20—lI.  B. 
Kleinert Rubber Company has 
launched a fall magazine cam- 
paign for dress accessories and 
baby needs which is expected to 
reach 23,000,000 women readers. 

First insertions featuring dress 
shields as clothes-savers are ap- 
pearing this month in Good House- 
keeping, Ladies’ Home Journal, 
McCall’s, Woman’s Home Com- 
panion, and True Story. Directed 
to readers who do home sewing, 
advertisements for dress shields, 
Bra-Forms and skirt shields have 
been scheduled for Vogue Pattern 


Advertising Age, September 25. 1944 


Book, Vogue Knitting Bag and 
McCall’s Pattern Book. 

Sani-scants, dress shields and 
Bra-Forms are shown in copy 
specially prepared to appeal to 
teen-agers and appearing in Call- 
ing All Girls and Modern Miss. 
Parents’ Magazine, Baby Talk, 
Baby Care Manual and Congratu- 
lations have been chosen for a 
series on Softex baby pants and 
Softex pad pants. 

Insertions are in black and 
white and of varying size. Fed- 
eral Advertising Agency handles 
the. account. 


Appoints Woodley 

Montaldo’s, nationwide specialty 
store chain, has appointed Albert 
Woodley Company, New York, to 
handle its advertising. 


YOUR BEST BUY — 
IN AMERICA’S | 


4th LARGEST 
MARKET! 


Do you realize this market contains over 3% million people: 
more than these 14 cities combined:— Kansas City, Indianapolis, 
Rochester, Denver, Atlanta, Dallas, Toledo, @maha, Syracuse, 
Richmond, ‘Hartford, Des Moines, Spokane, Fort Wayne. 


National Representatives 
Spot Sales, Inc. 


The curtain rises 
on “Trans-World” Aviation 


OFFERS PATTERN—In this large-space 

newspaper ad TWA offers a “workable 

pattern for a ‘transworld’ airline," 

based on its experience of the past 

2'/2 years, during which it has flown 

more than 17,000,000 miles in interna. 
tional transport. 


Wile Elected President 


Oscar J. Wile has been elected 
president of Browne Vintners 
Company, New York, which will 
hereafter operate solely in the im- 
portation and distribution in the 
United States of fine wines and 
spirits. Mr. Wile was formerly a 
partner in Julius Wile Sons & Co., 
New York, established by his 
father, and during prohibition 
founded the Wile Corporation. 


Changes Company Name 


Ross - Nahm Company has 
changed its name to Philip I. Ross 
Company, with new offices at 38 
E. 57th St., New York. Services 
of the firm, which include adver- 
tising, direct mail promotion, and 
market research, are being ex- 
panded and additions are being 
made to the staff. 


x OUMOM: 


TELEVISION 


on the air 
three evenings 
weekly ... 


SUNDAYS 
TUESDAYS 
WEDNESDAYS 


8 TO 10 P.M., E.W.T. 


Experimental commercic!s 


are a feature of 


every program! 


f 


DuMONT TELEVISION DEPARTMEN 
ALLEN B. DUMONT LABORATORIE 
INC., PASSAIC, N. J. 


Television Studios 
and Station WABD, 
515 Madison Avenue, 
New York 22, N. Y. 
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Lane Opens Art Studio 


Irving Lane, former promotion 
artist with Associated Press, has 
advertising art 


sw Admen's Support 


opened his own 
studio at 333 Fourth Ave., 
York. 


Parran Hopes for 


a 
AUTOMOTIVE SERVICE INDUSTRY 


is entering the most prosperous period 
in its history. Cover this market 
thoroughly with Automotive Digest. 


VOLUME COVERAGE* 
7” x 10” PAGE SIZE 
LOWEST COST 


Write for Market Study 
*75,000 


AUTOMOTIVE DIGEST 


Cincinnati 10, Ohio 
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of VD Campaign 


Explains Stand in 
Letter to OWI and 
War Ad Council 


Washington, Sept. 21.—Surgeon 
General Thomas Parran, director 


of the war against venereal dis- 
ease, declared in letters to the 
OWI and the War Advertising 
eae gg today that he still hoped 
that “enlightened and socially 


minded advertisers” would support 
the highly controversial VD ads 
which the Council has prepared. 

Asserting “the teaching of sex- 
ual morality is primarily the func- 
tion of the home, the church and 
the school,” Dr. Parran defended 
the VD ads on the ground that “it 
is the responsibility of health 
agencies to deal with these dis- 
eases as the dangerous contagions 
they are.” 

The campaign, offered after 
many months of preparation by 
Warwick & Legler, New York, 
has run into stern criticism from 
segments of the Catholic press and 
laymen, who assert that the rela- 
tionship between VD and morality 
has not been covered. 

“The campaign is based upon 
scientific facts and follows a gen- 
eral plan approved by competent 
medical authorities as well as by 


sont 


* 
7 


Advertising Age, September 1944 


an educational advisory committee 
in whose judgment I have con- 
fidence,” Dr. Parren declared. 


Can Be Stamped Out 


“Given public understanding of 
this problem, it should be possible 
by the use of scientific methods at 
hand to eradicate the venereal dis- 
eases in our generation. This 
timetable may be well in ad- 
vance of any major changes in the 
sex habits of the population as a 
whole.” 

“Those who criticize the efforts 
to’ teach citizens how to under- 
stand and cooperate with the 
scientific control of venereal dis- 
eases have a tremendous job of 
their own in gaining acceptance 
for the way of life which would 
prevent them. The public health 
agency must seek to control any 
disease which detracts from the 


what's going to happen in Aviation? 


Aviation’s future is not speculative. The only speculation lies in how 
soon the industry will reach the full maturity of its inherent utility 


Will we go back to the handful of military planes we had in 1940? 


Can we conduct tomorrow's air commerce with less than 500 transport planes 


operating in and from the U.S.? 


The average speed of our fastest trains is 50 miles-per-hour, of our fastest ocean 


liners just over 30. The average speed of our newest airliners is over 250 mph. 
and steadily increasing. Will U.S. industry and the American public pass up 


that one? 


Shall we expect the driving force and flying enthusiasm of three million, keen, 
ambitious and progressive ycung military airmen to evaporate without effect on 


peacetime aviation progress ? 


There was a day when we couldn’t sell automobiles because we didn’t have the 


good roads, and there was no point to* building roads because we hadn't the 


automobiles. If that hurdle had stopped us, a five-billion dollar industry would 


never have been developed. 


Shall we believe that aviation progress will be “stalemated” because airplanes 


now cost too much—or because they're too big to park in our garages—or be- 


cause they're expensive to operate —or because it’s too hard to learn to fly them ? 


What do you think? 


and of its rich commercial possibilities. 


Foresighted U.S. businesses are laying their groundwork now. Through 


the advertising pages of 4viation, dir Transport and Aviation 7 ews 


today the aviation names of tomorrow are being built. 


Iviation (America’s oldest) serves the industry’s basic needs for ad- 
ministrative, technical and business information. dir Transport serves 
the specialized needs of America’s swiftest-growing public carrier. 


Iwiation News (only aeronautical weekly) speeds the news and its 
meaning to one of the most influential buying groups in industry today 


the leaders and planners who are shaping the course of aviation. 


Together, these three magazines offer intensive coverage among all 


buying interests of the aviation industry —the key 


men who build 


planes, who operate them, who maintain them, and the men who will 
sell and service our planes and equipment in the period just ahead. 


Now ready for marketinge-minded executives —a new comprehensive 
analysis of postwar distribution potentials in aviation. Request your 
copy of “Here Are Your Markets” reprinted from the series in May, 


June and July 


Iwiation. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


$30 West 4? nd Street 


New York 18, N. Y. 


public welfare.” 

The Parran letter indica 
further efforts would be » ; 
government officials to thy 
national VD advertising 
alive. At one time OW] , 
sidering a meeting of oppx 
the program in an effort ¢. 
nate criticism but the ide 
ported to have been ab; 
because it is believed ; 
agreement binding on all siti. 
could be reached. ‘ 

It pointed out that even, 
resentative Catholic laym< 
publishers could be assemb! 
an agreement reached, it wo. lq j. 
of little significance for + 
position is generally a_ persona) 
matter. For instance, the bisho, 
of New Orleans strongly supporte; 


an anti-VD drive using this ty, %. 
of advertising. a », 
The VD campaign has bee, te 


waged by the Public Health Sery. 
ice since 1918, but the program 
was unified in 1941, with the sup. 
port of the Army and Navy, ang 
of state and local public health of. 
ficers. 

In its current phase it has be. 
come involved in controversy in jt; 
film as well as advertising efforts 
a special Walter Wanger film oy 
the subject having incurred the op- 
position of the Legion of Decency 
The film was originally to have MY?" 
been distributed to all theater; 
under OWI arrangements but it 


ompan 
may now be seen only by specia] 
arrangement with health officers, Address. 
Rejoins B&H Agency ity and 


Harvey Pearman has rejoined 
Beaumont & Hohman, Inc., as 
manager of the Kansas City office 
He first joined the agency in 194 
as production manager, and has 
spent the past year with Trans- 
continental & Western Air. 


Janney to D-F-S 

Richard W. Janney, with Curtis 
Publishing Company, Boston, for 
the past nine years, has joined 


Dancer - Fitzgerald - Sample, Chi- 
account executive on 


cago, as 
Dreft. 
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Back of the tanks, planes & guns is the American assembly line... 
Back of the assembly line are the “know-how” men... Back of the 
“know-how” men are our universities and technical schools... 


p dvertising Age: Please enter my 
ubscription for one year and send me a bill for $2.00. 
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Backing up our fighting men... and an 
integral part of the Victory blueprint... 
is the American assembly line. 

It is a system of production without 
counterpart anywhere else in the world. 


Responsible for this fabulous outpour- 
ing of tanks, ships, planes and guns are 
men... men of a type! 

Dreamers yet DOERS, these men first 
visioned the mechanisms of our vast 
armament program, then created their 
mass manufacture. 


You've heard these men described in 
various terms—as the ‘know how” men, 
or the “mechanically-inquisitive” type. 
Psychologists call them the “Sc. Q.’s”— 
the men with the scientific form of in- 
telligence quotient. 

Our universities and technical schools 
have trained these men—men who would 
rather tinker a machine than read a short 
story. 

Some are from M. I. T., Case School, 
California Tech. Yes, and some of the 
“know how” men are from our great 
correspondence schools . . . I. C. S., La 
Salle, American and others . . . schools 
which are an essential part of our Ameri- 
can educational system. 


THEY ARE AMERICA’S PACEMAKERS. 
\Vhatever their background, wherever 
educated, the men responsible for 
\merica’s war production are a unique 
oup. They are the producers of new 
ngs .. . weapons today . . . radios, 


THE NEWS PICTURE 


hoW YORK « 


‘1 blueprint of Victory! 


Spearhead for Post-War Markets 


MAGAZINE OF 


CHICAGO + 


automobiles, washing machines and 
electronic wonders tomorrow. 


For over 70 years, POPULAR 
SCIENCE Monthly has served a growing 
army of these mechanically-inquisitive 
men. Today, this audience numbers more 
than 700,000 . . . an active, responsive 
group held together by one of the most 
versatile, vitally-alive editorial jobs in 
all magazine publishing history. 


For the advertiser, this audience is of 
first importance. These men have a pas- 
sion for the new... and a desire to own 
the new things. Surveys prove conclu- 
sively that POPULAR SCIENCE fami- 
liesown more of the new things than does 
the average family... and own them first! 


¥.0.B. 
WERLIN 


LIKES PEOPLE 
If you, or your product, or your com- 

pany plans to have a part in the postwar 

market, cultivate these men who have 

paced the war production program... 

who will pace production for peace. 


This important audience of over 
700,000 will act as a spearhead of 
influence to gain acceptance of 
your product with friends and 
neighbors — so enthusiastic are 
they for any new thing of which 
they approve. 


Youcan reach these pacemak- 
ers as a unit only through the 
pages of POPULAR SCIENCE 
Monthly. Begin your cultiva- 
tion of them now! 


LIKES MACHINES 


The “know-how” man—the man who likes 
machines—is the nan to talk to, particularly 
if yours is a mechartical product~automo- 


tive, household, or industrial. POPULAR _— } 
SCIENCE Monthly reaches over 700,000 of q 
these men who know how to make things —" 


and make things work. } 


SCIENCE AND INDUSTRY 


CLEVELAND + DETROIT °* LOS ANGELES 
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Lane Opens Art Studio 


Irving Lane, former promotion 
artist with Associated Press, has 
opened his own advertising art 
studio at 333 Fourth Ave., New 
York. 


The sia == 
AUTOMOTIVE SERVICE INDUSTRY 


is entering the most prosperous period 
in its history. Cover this market 
thoroughly with Automotive Digest. 


VOLUME COVERAGE* 
7” x 10” PAGE SIZE 
LOWEST COST 


Write for Market Study 
*78,000 


AUTOMOTIVE DIGEST 


Cincinnati 10, Ohio 


Parran Hopes for 
Admen’s Support 
of VD Campaign 


Explains Stand in 
Letter to OWI and 
War Ad Council 


Washington, Sept. 21.—Surgeon 
General Thomas Parran, director 
of the war against venereal dis- 
ease, declared in letters to the 


|OWI and the War Advertising 
|Council today that he still hoped 
that “enlightened and socially 


minded advertisers” would support 
the highly controversial VD ads 
which the Council has prepared. 

Asserting “the teaching of sex- 
ual morality is primarily the func- 
tion of the home, the church and 
the school,” Dr. Parran defended 
the VD ads on the ground that “it 
is the responsibility of health 
agencies to deal with these dis- 
eases as the dangerous contagions 
they are.” 

The campaign, offered after 
many months of preparation by 
Ws & Legler, New York, 
ha: _... 3: “9 stern criticism from 
segments oi the Catholic press and 
laymen, who assert that the rela- 
tionship between VD and morality 
has not been covered. 

“The campaign is based upon 
scientific facts and follows a gen- 
eral plan approved by competent 
medical authorities as well as by 


Advertising Age, September 2 1944 


an educational advisory committee 
in whose judgment I have con- 
fidence,’ Dr. Parren declared. 


Can Be Stamped Out 


“Given public understanding of 
this problem, it should be possible 
by the use of scientific methods at 
hand to eradicate the venereal dis- 
eases in our generation. This 
timetable may be well in ad- 
vance of any major changes in the 
sex habits of the population as a 
whole.” 

“Those who criticize the efforts 
to teach citizens how to under- 
stand and cooperate with the 
scientific control of venereal dis- 
eases have a tremendous job of 
their own in gaining acceptance 
for the way of life which would 
prevent them. The public health 


agency must seek to control any 
disease which datrantce fram tha 


what's going to happen in e Aviation: 


Will we go back to the handful of military planes we had in 1940? 


Postage 
Will Be Paid 
by 
Addressee 


public welfare.” 

The Parran letter indica: 
further efforts would be m =a \.. 
government officials to k« “” 
national VD advertising iy 
alive. At one time OWI w:. oo, 
sidering a meeting of oppon ‘ 
the program in an effort t, 
nate criticism but the idea 
ported to have been aba 
because it is believed ¢ - 
agreement binding on all -it;,. 
could be reached. a 

It pointed out that even | pep. 
resentative Catholic layme: a, 
publishers could be assemble 
an agreement reached, it wow ld be 
of little significance for the oy 
position is generally a_ pe) song) 
matter. For instance, the bishop 
of New Orleans strongly supporte, 
an anti-VD drive using this typ 
of advertising. ; 


The VD campaign has bee; 


BUSINESS REPLY 


First Class Permit No. 95, Sec. 510, P. L. 


Can we conduct tomorrow’s air commerce with less than 500 transport planes 
operating in and from the U.S.? 


The average speed of our fastest trains is 50 miles-per-hour, of our fastest ocean 
liners just over 30. The average speed of our newest airliners is over 250 mph. 
and steadily increasing. Will U.S. industry and the American public pass up 
that one? 


Shall we expect the driving force and flying enthusiasm of three million, keen, 
ambitious and progressive ycung military airmen to evaporate without effect on 
peacetime aviation progress? 


There was a day when we couldn’t sell automobiles because we didn’t have the 


good roads, and there was no point to* building roads because we hadn't the 
automobiles. If that hurdle had stopped us, a five-billion dollar industry would 
never have been developed. 


Shall we believe that aviation progress will be 


‘ 


‘stalemated” because airplanes 


now cost too much—or because they're too big to park in our garages—or be- 


cause they're expensive to operate—or because it’s too hard to learn to fly them ? 


Aviation’s future is not speculative. The only speculation lies in how 
soon the industry will reach the full maturity of its inherent utility 


What do you think? 


and of its rich commercial possibilities. 


Foresighted U.S. businesses are laying their groundwork now. Through 


the advertising pages of dviation, dir Transport and Aviation "ews 


today the aviation names of tomorrow are being built. 


Iviation (America’s oldest) serves the industry's basic needs for ad- 
ministrative, technical and business information. ir Transport serves 
the specialized needs of America’s swiftest-growing public carrier. 


Iwiation News (only aeronautical weekly) speeds the news and its 
meaning to one of the most influential buying groups in industry today 


the leaders and planners who are shaping the course of aviation. 


Together, these three magazines offer intensive coverage among all 


buying interests of the aviation industry —the key 


men who build 


planes, who operate them, who maintain them, and the men who will 
sell and service our planes and equipment in the period just ahead. 


Vow ready for marketing-minded executives —a new comprehensive 
analysis of postwar distribution potentials in aviation, Request your 
Your Markets” reprinted from the series in May, 
June and Julv dwvtation 


copy ot ‘Here Are 


McGRAW-HILL PUBLISHING COMPANY, INC. 


330 West 42nd Street 


New York 18, \. Y. 


Advertising Age 


100 East Ohio Street 
Chicago 11, Illinois 
peveuveusrvis s4ManMageci, allu lids 


spent the past year with Trans- 
continental & Western Air. 


Janney to D-F-S 


Richard W. Janney, with Curtis 
Publishing Company, Boston, fo: 
the past nine years, has joined 
| Dancer - Fitzgerald - Sample, Chi- 
|cago, as 


account executive on 
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Backing up our fighting men... and an 
integral part of the Victory blueprint... 
is the American assembly line. 

It is a system of production without 
counterpart anywhere else in the world. 


Responsible for this fabulous outpour- 
ing of tanks, ships, planes and guns are 
men... men of a type! 

Dreamers yet DOERS, these men first 
visioned the mechanisms of our vast 
armament program, then created their 
mass manufacture. 

You've heard these men described in 
various terms—as the “know how” men, 
or the “mechanically-inquisitive” type. 
Psychologists call them the “Sc. Q.’s”— 
the men with the scientific form of in- 
telligence quotient. 

Our universities and technical schools 
have trained these men—men who would 
rather tinker a machine than read a short 
story. 

Some are from M. I. T., Case School, 
California Tech. Yes, and some of the 
“know how” men are from our great 
correspondence schools . . . I. C. S., La 
Salle, American and others .. . schools 
which are an essential part of our Ameri- 
can educational system. 

THEY ARE AMERICA’S PACEMAKERS. 
“hatever their background, wherever 
educated, the men responsible for 
- nerica’s war production are a unique 
sup. They are the producers of new 
ngs ... weapons today. . . radios, 


PoW YORK e 


Back of the tanks, planes & guns is the American assembly line... 
Back of the assembly line are the “know-how” men... Back of the 
: “know-how” men are our universities and technical schools... 


blueprint of Victory! 


Spearhead for Post-War Markets 


‘ THE NEWS PICTURE MAGAZINE OF SCIENCE AND INDUSTRY 


CHICAGO * 


RENTER cvog Ne 


pn OO 


od **S*CRa gop dence? 


automobiles, washing machines and 
electronic wonders tomorrow. 


For over 70 years, POPULAR 
SCIENCE Monthly has served a growing 
army of these mechanically-inquisitive 
men. Today, this audience numbers more 
than 700,000 . . . an active, responsive 
group held together by one of the most 
versatile, vitally-alive editorial jobs in 
all magazine publishing history. 


For the advertiser, this audience is of 
first importance. These men have a pas- 
sion for the new... and a desire to own 
the new things. Surveys prove conclu- 
sively that POPULAR SCIENCE fami- 
liesown more of the new things than does 
the average family... and own them first! 


F.0.B. 
BERLIN 


If you, or your product, or your com- 
pany plans to have a part in the postwar 
market, cultivate these men who have 
paced the war production program. . . 
who will pace production for peace. 


This important audience of over 
700,000 will act as a spearhead of 
influence to gain acceptance of 
your product with friends and 
neighbors — so enthusiastic are 
they for any new thing of which 
they approve. 


You can reach these pacemak- 
ers as a unit only through the 
pages of POPULAR SCIENCE 
Monthly. Begin your cultiva- 
tion of them now! 


LIKES MACHINES 


The “know-how” man—the man who likes 
machines—is the ntan to talk to, particularly 
if yours is a mechartical product—automo- 
tive, household, or industrial. POPULAR 
SCIENCE Monthly reaches over 700,000 of 
these men who know how to make things 
and make things work. } 


FRANCISCO + LOS ANGELES 


SAN 


CLEVELAND + DETROIT * 
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William Wrenn Promoted 


William W. Wrenn has been 
elected vice-president in charge of 
public relations of Southern New 
England Telephone Company, 
Hartford, Conn. He will be suc- 
ceeded as general commercial 
manager by Laurence E. Stone. 


Appoints Emery Agency 

Equipment Engineering Com- 
pany, Baltimore, marketer of Eco 
tire repair equipment, has ap- 
pointed Emery Advertising Com- 


pany, Baltimore, to direct its ad- 
vertising. 


Cook Joins Stokes 


L. R. Cook, recently district 
manager of Putman Publishing 
Company, Chicago, has joined F. J. 
Stokes Machine Company, Phila- 
delphia, as advertising manager. 
Mr. Cook was formerly with the 
McLain Organization, Philadelphia 
agency, handling advertising for 
the Stokes line of chemical, phar- 
maceutical and special process 
machinery. 


Distributors Told 
Production, Sales 


Plans of Crosley 


Cincinnati, Sept. 19—A 30% 
cutback in military production 
when Germany is defeated should 
enable the radio and appliance in- 
dustry to resume production on a 
level with that of 1941, Crosley 
Corporation distributors were told 
here at a series of three-day 
“Crosley C-Day” sales conferences. 


Advertising Age, September 25. 1944 


The prediction was made by 
R. C. Cosgrove, vice-president and 
general manager of the manufac- 
turing division, who declared that 
if the military cutback amounts to 
as much as 40%, which he said 
is entirely likely, production may 
be stepped up to 133% of the last 
prewar year. It will require about 
three months to get radios in the 
hands of dealers, he said. 

The three-day sales conferences, 
with sessions starting Sept. 7, 11 
and 14, were the first held by the 
company since 1941. Crosley sales 
and engineering officials discussed 


well known names are almost daily being added to Rogers 


2001 CALUMET AVENUE -: 


YOU GET WHAT YOU WANT 
BY KNOWING WHERE TO GO 


Bill knows he'll come home with some big ones, ‘cause he’s going to the 
good ol’ fishin’ hole. Once in a while the other kids get a couple by fishing 
up and down the creek, but Bill—''gee, | always get ’em.” ... Sort of re- 
minds you of the “busy marts of trade”, doesn't it? ... Bob and Joe and 
Jack and Jim do a lot of shopping around but somehow or other they never 
seem to get what they’re after—100 per cent.... Upwards of twenty 
years ago a hundred or more advertisers, some of whose appropriations 
now run as high as a million—maybe more—found satisfaction in the service, 
the cooperation, the craftsmanship and the consistently fine engravings 
that Rogers delivered. Their signatures in the current publications still 
appear under printed reproductions of Rogers made plates... and other 


Mastercraftsmen of Photo-engraving 
Adolph F. Buechele, President 


Phone CAL 4137 


customer list’. 


ROGERS ENGRAVING COMPANY 


CHICAGO, ILLINOIS 


with the visiting distributo 
of the civilian products wh >} 
be available soon after pe. c¢ 
production gets the green |ish; 


Sales Staff Expandea 


Describing the corpo: 
growth during the war yea Mr 
Cosgrove said it has adopteg . 
program for continuing its ; 
ties on a high level of prod 
after peace comes. J. H. Rasmyc. 
sen, commercial manager, wh, 
outlined the company’s p: . 
for the sale and distributio) 
peacetime products, said the sale: 
organization has been greatly ex. 
panded in anticipation of enlarge, 
production. 

S. D. Mahan, director of the 
manufacturing division’s advertis. 
ing and public relations, describeg 
the company’s forthcoming na. 
tional and local advertising pro. 
gram to stimulate product sales 
and product managers gave the 
distributors demonstrations of the 
radio receivers and Shelvador re. 
frigerators which are to be the 
first peacetime Crosley products 
placed on the market. 

Included in each of the three 
conferences were inspection trips 
to various Crosley plants in Cin. 
cinnati and Richmond, Ind., and 
small group meetings between the 
distributors and individual Crosley 
executives. The visitors also 
viewed the company’s broadcasting 


| division at Bethany and Mason, 0 


and the various war products de- 
veloped by the company. 


Curtis Appoints Lyons 


E. J. Lyons, formerly assistant 
to the general manager of Curtiss- 
Wright’s airplane division plant at 
Columbus, O., has been appointed 
director of industrial relations of 
the airplane division. 


Named KMPC Executives 


James Walsh, formerly with the 
Los Angeles Examiner and Station 
KPRO, Riverside, Cal., and M. H. 
Gresham, formerly in the adver- 
tising field in Chicago, have joined 
Station KMPC, Los Angeles, as ac- 
count executives. 


WAR CASUALS 


Many manufacturers, who 
were well known prior to 
World War |, became a War 
Casual after the war was 
over because they adopted 
a policy of "coasting on their 
reputation" for the duration. 


People, especially in non- 
metropolitan markets, must 
be frequently reminded dur- 
ing this war if you want their 
goodwill and trade when it is 
over. | 


In 27 Indiana markets the 
most reasonable, effective 
way is through advertising in 
the newspaper members of 
the 


INDIANA LEAGUE 
OF 
HOME DAILIES 


A ten inch advertisement in 
every INDIANA LEAGUE 
paper once a week for « y°" 
costs only $6,661.20. 


National Advertising Represen'stiv* 
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“PUT IT IN WRITING” is wha they’re saying 


in Hawaii. More personal letters, more paper work have resulted 
in 2 new appreciation of nationally known pen and pencil sets. 


But here is the significant fact—more people are using pen 
and pencil sets in Hawaii today than ever before. This is due 
largely to the great increase in Hawaii’s population. Although the 
number of men and women in Armed Forces is a military secret, 


an estimate of the civilian population just released by the Honolulu 


~~ 


mber of Commerce, indicates 528,000 in the Territory of 
awaii, and 225,000 in Honolulu. 


— 


Now, more than ever before, you should maintain your 
ion in this ready market. Pin-Up Hawaii on your sales map. 


And when it comes to advertising, choose the Honolulu Star- 
Bulletin. And here’s why—in Honolulu where the concentrated 


population of Hawaii is, the Star-Bulletin has a carrier delivery 


to 9 out of 10 homes. 


Honolulu Star-Bulletin 


OVER 125,000 DAILY CIRCULATION 


FOR INFORMATION REGARDING SALES REPRESENTATIVES AND DISTRIBUTORS IN HAWAII, WRITE TO SPECIAL SERVICE DEPARTMENT, 
MONOLULU STAR-BULLETIN, HONOLULU, T.H., OR O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 
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‘Journal’ to Maxon 


Wall Street Journal has appoint- 
ed Maxon, Inc., New York, to 


handle its general magazine and 
business paper advertising. 


THE DAILY BUSINESS NEWSPAPER OF THE 
NATION'S GREATEST INDUSTRIAL AREA 


18 Awards Go to 
Business Editors 
at NIAA Meeting 


‘Industrial Marketing’ 
Hails Publications’ 
Editorial Achievement 


Chicago, Sept. 22. — Eighteen 
business paper editors will be hon- 
ored at a luncheon meeting here 
tomorrow when Industrial Mar- 
keting announces the winners in 
its Seventh Annual Competition 
for Editorial Achievement. 


Presentation of the awards will 
be made at the National Industrial 
Advertisers Association conference 
here with Roland G. E. Ullman, 
Philadelphia advertising agency 
president and chairman of the jury 
that reviewed the 305 entries made 
by 125 publications, presenting the 
awards. In recognition of the sev- 
eral editorial jobs regularly car- 
ried on by the industrial press, 
awards have been set up in six 
classifications. 

For the best series of articles 
published during the twelve 
months ending July 31, 1944— 
First award to Domestic Engineer- 
ing, O. T. Carson, editor, for a 
series enlisting the support of 
plumbing contractors in fighting 
the menace of infantile paralysis. 
Awards of Merit to Product Engi- 
neering, George F. Nordenholt, 
editor, for a series of articles aid- 
ing product design engineers with 


Advertising Age, 


armament and postwar develop- 
ment, and to Power, Phillip W. 
Swain, editor, for the power hand- 
book series, 


Wins Single Article Award 


First Award for the best single 
article goes to The Iron Age, 
Thomas W. Lippert, editor, for the 
article, “Continuous Casting,” with 
Awards of Merit to Factory Man- 
agement and Maintenance, L. C. 
Morrow, editor, for the article, 
“When Contracts End,” and to 
Coal Age, Ivan A. Given, editor, 
for the article, “Modern Coal Pro- 
duction.” 

For the best single issue devoted 
to a central theme or single sub- 
ject, Interiors, Francis de N. 
Schroeder, editor, will receive the 
First Award for its issue on 
“Anatomy for Designers.’”’ Awards 
of Merit will go to Modern Plas- 
tics, Charles A. Breskin, editor, for 


The greatest textbook in the 


world 


A kid’s beloved and battered glove—from this he 
learns the greatest lessons of his life. 


It teaches him teamwork and loyalty, fair play and 
tolerance. It brightens his mind. It gives him a stronger 
body —it is a great builder of better Americans. 


That is why “Play Ball!” is such a big part of all the 
American Legion’s far-reaching work. That is why the 
Legion started its vast and nation-wide Junior Baseball 
organization—eighteen years ago. 


Over 6,000,000 boys have grown to better citizens, 
abler soldiers, stauncher Americans because of Junior 
Baseball. More than 25,000 Legion-sponsored teams 
are playing the game today. Since 1926 the Legion 
has maintained this great betterment effort for 


American youth. 


It builds healthier bodies—when the war came, an 
amazing 92°;, of the boys who had played on state 


championship Junior Baseball teams passed their army 
examinations—against the national turn-down average 


of virtually 50°%. 


It builds finer characters—under the leadership of the 
ablest coaches in the country and the direction of two 
Legion men per team, these boys are taught good 
sportsmanship, clean living, high principle, the 
fundamentals of good citizenship. 


It builds better Americans—for each of the bits of good 
a growing boy discovers on the playing fields will 

later bring its priceless counterpart—the boy who 
works for the good of his team will work for the good 
of his country. If he learns respect for rules he will 
have respect for laws. Imbued with the things that 
make America tick he will become the type of citizen 


who keeps America great. 


He will be a better American because he has learned 
to be—from the greatest textbook in the world. 


America’s fighting men 


The American Legion Magazine speaks stoutly for all 
but stoutest for all America. 
Legion-sponsored are some 200 broad, national 
programs for the building of wiser minds, clearer 
visions, stronger bodies, sturdier Americanism. 


a7 


the issue devoted to the “! 


ment of Glass Reinforced rob 
Pressure Plastics for Ay crafts 
and to Marine Engineer and 
Shipping Review, H. H. own 
editor, for its “Victory Shi; sue 

For the best illustrative  :e,;. 
ment, Power, Phillip wW. ain 


editor, is given the First 
for its “Powered by Ele: 
issue. Awards of Merit \| 
presented to Aviation Mu.» 
nance, Arthur W. D. Harris oj. 


tor, for its continuing good )|ys. 
trative treatment of editoria! ma. 
terial, and to The Archit tral 


Forum, Henry Niccolls Wy gh; 
managing editor, for the issuc de. 
voted to outstanding buildin: 
the United States. 

Top honors for the best pub. 
lished research initiated by a bysj- 
ness paper were won by American 
Artisan, Joseph D. Wilder, editor 
for a study outlining an equitable 
plan for the distribution of 200.009 
warm air furnaces released py 
WPB. Winners of Awards of 
Merit are Aviation, Leslie D. Ne- 
ville, editor, for its study “Here 
Are Your Markets,” and to Vet- 
erinary Medicine, D. M. Campbell. 
editor, for its study of the cause: 
of acetonemia, a vitamin A def. 
ciency that attacks dairy cattle. 


Awards for Format Given 


For the greatest improvement in 
format and general appearance. 
Construction Methods, Robert K. 
Tomlin, editor, will receive the 
First Award. Award of Merit 
winners are Chemical Industries, 
edited by Robert L. Taylor, and 
Engineering and Mining Journal, 
Evan Just, editor. A special award 
in this classification will be given 
to Steel, E. L. Shaner, editor-in- 
chief, for maintained typographi- 
cal excellence. 

The competition for editorial 
achievement was established by 
Industrial Marketing in 1938 for 
the purpose of giving recognition 
to business paper editors for the 
outstanding work they are doing 
in keeping industry and business 
informed on the most effective 
practices for efficient operation. 
During the war the contributions 
of the business press in this direc- 
tion have been of vast importance. 

The jury of awards which picked 
the winners in this year’s compe- 
tion consisted, in addition to 
Chairman Ullman, of Theodore 
Marvin, advertising manager, Her- 
cules Powder Company, Wilming- 
ton, Del.; LeRoy Garretson, ad- 
vertising manager, Leeds & 
Northrup Company; R. C. Byler, 
advertising manager, SKF Indus- 
‘tries; R. E. Lovekin, R. E. Love- 
‘xin Corporation; W. A. Fox, Fox 
% MacKenzie; and J. Francis Mat- 
lack, plant manager, Edward Stern 
% Co., typographer, Philadelphia, 
Pa. 
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ARE THE * 
KEY PEO in 


VEY COMMUNITY 


Not just in your community. )ul !" 
every village and metropolis chool 
teachers are key people. Theis influ 
ence in the schools and in mil!ions °! 
homes is almost without eque 


25.000.000 youngsters look to acher 
daily for precepts about all pl.se of 
living—including health, nviter 
personal appearance and the Aimer" 
way of life. 

Tell 700,000 teachers about y high 
ideals of business, your proc! “ 
service in the publication t! read 
regularly and trust implicitly theit 
own state teachers magazine. \ 
bona fide subscribers in 42 + 


State Teachers Magazines R« 
Heart of Every American Co 


Georgia C. Rawson, Manag 


STATE TEACHE!S 
MAGAZINES, IN”. 


307 N. Michigan Ave., Chicag ill 
| An association of 42 state teachers zines 


eptember Vy. 
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5 ‘E CROWELL-COLLIER PUBLISHING CO., 250 PARK AVE., NEW YORK 17, N. Y. 


Publishers of The American Magazine, Collier's, and Woman's Home Companion 


be NET of this story is simple: You can’t 
fish in a small pond that holds only a few blasé 
big ones, or in a big pond populated primarily 
by small fry ... not if you expect to get much 
more than your bait back. 

This is another way of saying that your most 
productive market (our war-inflated national 
income to the contrary notwithstanding ) is the 
great middle-class market that, after savings 
and taxes, still accounts for 60 per cent of this 
nation’s purchases, according to the latest 
available figures. 

“I read it from cover to cover. 

Just the right variety for me.”* 
We publish The American Magazine for this 
market and no other. The primary function of 
our editors is to take the pulse of these middle 
millions as it is recorded in our continuing 
studies of reader reaction, and prescribe a bal- 
anced diet of fine fiction and authoritative 
articles that serves as inspiration for their 
aspirations. 

“Can be read by the whole 

family.”* 
Because this editorial policy nets us the cream 
of your customers, The American Magazine 
should prove for you, as it has for other 
far-sighted advertisers, the happy medium to 
America’s middle millions. 


*Quotations from our continuing studies of 


reader reaction and letters to our editor. 
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“WEDF Flint says post- 
war planning is OK now.” 


Pacquin Plans Drive 

Pacquin, Inc., New York, will 
launch an intensive fall campaign 
in magazines and Sunday news- 
paper rotogravure sections in five 
or six leading metropolitan mar- 
kets this month for Pacquin’s hand 
cream. The magazine schedule 
includes Cosmopolitan, Fawcett 
Women’s Group, Good Housekeep- 
ing, Life, and Woman’s Home 
Companion. William Esty & Co., 
New York, is the agency. 


Keating Opens Agency 

Byron Keating, formerly with 
Lord & Thomas, and more recently 
industrial and public relations 
consultant for eastern manufac- 
turers, has opened his own adver- 
tising agency in Cincinnati, known 
as Byron Keating Company. The 
agency will specialize in indus- 
trial and food accounts. 


Joins Candy Corporation 


Christian Kurtzmann of the 
public relations department, Lib- 
erty Bank of Buffalo, has resigned 
to become assistant general man- 
ager of Tri-State Automatic Candy 
Corporation, Buffalo. 


Jenkins Heads Sales 


J. Burr Jenkins, formerly with 
Linde Air Products Company and 
Talon, Inc., New York, has been 
appointed sales manager of Emery 
Thompson Machine & Supply 
Company, New York. 


Heads Oil-O-Matic Sales 


C. W. Cornelssen, formerly sales 
manager of Harvey-Whipple, Inc., 
Springfield, Mass., has joined Wil- 
liams Oil-O-Matic Heating Cor- 
poration, Bloomington, Ill, as 
manager of heating sales. 


Advertising Age, September : 


Manufacturers’ 
Orders Cut 25% by 
Montgomery Ward 


Chicago, Sept. 20.—Preparing 
for merchandising uncertainties 
which will accompany the end of 
war in Europe, Montgomery Ward 
& Co. has reduced orders in the 
hands of manufacturers 25%, the 
mail order house disclosed today 
ins its report for the six months 
ended July 31. 

Although orders were trimmed, 
Sewell Avery, chairman of the 
board, said a partial easing of 
difficulties in obtaining merchan- 
dise resulted in slightly higher in- 
ventories than at the same time 
last year. 

Montgomery Ward again could 
not obtain delivery of sufficient 


EARMARK WALKIE-TALKIE Co. 
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“Why, they’ll make wonderful home radios— 
You can even talk back to the Announcer!” 


Now is the time to build it—and build it you can by 
showing dealers how they will prosper with you. 


And show them on the pages of ELECTRICAL 


Talking ahead is better than talking back when it 
comes to establishing a market for your postwar 


product. 


Assuming that you will have ‘the goods”, the facilities 
and the merchandising know-how—there is still another 


all-important ingredient to success: 


An enthusiastic and loyal Dealer set-up ! 
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MERCHANDISING — the 


FOR YOUR “ELECTRIC EYE”... some facts and figures 


Now that voting’s coming into vogue once more, let's look over another recent vote by 


ure 


representative electrical appliance dealers 


his was a simple return-postcard 


cations do you receive? 2. What Electrical Appliance Trade Publication do you read and 
find most useful? 

The survey was sent to the dealer list of a maker of electric ironers 

We were pleased yet not surprised to find that Electrical Merchandising topped the list 
by over 7 to 1 

We will gladly supply you with details of this reader preference survey and other similar 
urveys recently completed 

Take a look at the latest issue of Electrical Merchandising. Here you'll find the “‘tempo 
< s scinating industry paced with a magazine that's modern in every detail. One of 

best selling points is a four-word one—Jook at the book. 


ELECTRICAL MERCHANDISING 


“IN BUSINESS PAPERS... 


LOOK FOR THIS SEAL OF INTEGRITY.” 


survey containing two questions: 1. 


What trade publi- 


those it will pay you best to reach. 


330 West 42nd Street, New York 18 


“natural” for reaching 


A McGRAW-HILL PUBLICATION 


& , 194 
merchandise to meet dema ds, hp 
added, and for this reaso: store, 


wide sales events were ey, 
porarily eliminated, the cus'oma, 
mid-winter sale catalo, y, 


omitted and the size of the 


-Nera] 
catalog was } 


reduced; and t, 
taking of mail orders by 


retai 
stores and order offices was tem. 
porarily restricted. “These actig,, 
predetermined a sales d line’ 


Mr. Avery explained, “but ove;. 
came the great loss of hand, 
orders which could not be 

The company reported nq 
profits for the six-month perio, 
of $7,981,736, compared with $7. 
305,193 for the  correspondins 
period of 1943. Net sales for the 
period were $265,361,882, a do. 
crease of 6.7% under last year, 
record volume. The balance shee: 
lists $9,778,189 for prepaid catalos 
costs and expenses, as compared 
with $10,130,755 for °43. 


C. A. Wolcott Named 
Nielsen Vice-President 


Charles A. Wolcott, former) 
director of research and media {o; 
Dancer - Fitzgerald - Sample, (hj. 
cago, has joined 
A. C. Nielse 
Company, Chi- 
cago marketing 
research organ- 
ization, as vice. 
president. 

Before enter- 
ing the adver- 
tising agency 
field in 194] 
Mr. Wolcott fo; 
several years 
was in charg 
of sales and 
client service for Daniel Starch & 
Staff, New York advertising and 
marketing research organization 


C. A. Wolcott 


Seggerman Nixon 
Plugs Oliver Rum 


A four-color page in the Oct,7 
issue of Cue will launch Ron 
Oliver, new product of Licoreria 
Roses, Inc., Arecibo, P. R., which 
is being distribuited for the first 
time in the New York market this 
month, through Seggerman Nixon 
Corporation, New York. The in- 
sertion is also scheduled to run on 
Esquire’s “Talk of the Town” page 
Ads will be scheduled in_ local 
newspapers based on national dis- 
tribution of the rum. 

The opening ad, captioned “Ob- 
serve this label well,” carries a! 
explanation of the product’s origir 
by Senator Oliver, and illustrates 
the bottle as it will appear on the 
market. Later insertions will give 
recipes for preparing rum drinks 


McLaren Appointed GM 

T. H. McLaren, general sale: 
manager of James Morris Bras: 
Mfg. Company, Toronto, for the 
past 10 years, has been appointed 
general manager. He will continu 
to direct sales activities. 
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TELL YOUR STORY 
T0 
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If you want AMERICH 
to buy... 


* Active people, active m ne! 
make up Creative Wealt!. !* 
it are found the leade:- 
ideas, in industry, and 

cial life. You'll find Cre :ti' 
Wealth at the theatre . -: 
reading THE PLAYB!LL 


PLAYBILL, INC. 
NEW YORK 12, N. Y. 
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JUDGE GORDON’S = Of 


LOOKS OUT ON MRS. THOMPSON'S GARDEN 


“Good morning, Mrs. Thompson, your tomatoes 


are doing fine.” 


“Good morning, Judge. They’re pretty good but 
we need rain. I’m afraid U'll have to use the hose.’ 


OSTS of tourists have seen James Monroe's law office in Fredericksburg, 
Virginia—a quaint little building on a tree-shaded friendly street. 
That’s where the Fifth President of the United States came from—popula- 


tion in 1940, 10,066. 


Today there are thousands of small cities and towns throughout the 
United States where future judges, governors, congressmen, senators—per- 
haps presidents walk to their offices under the shade of trees and exchange 


pleasantries with their neighbors. Busy, thriv- 
ing towns, sometimes market centre for farm- 
ing community, sometimes home of manufac- 
turing industry. But all have in common a 
spirit of independence, a steadfast cherishing 
of the principles on which the American na- 
tion was built. 


It is for the people in towns like these that 
PATHFINDER Magazine is published. A news 
weekly from Washington that presents the 
happenings of the world in clearly condensed 
form. Brilliantly written. Soundly edited. A 
magazine that makes sense to thinking people. 


Well-read and swiftly growing in popularity 
and influence, PATHFINDER is also a splendid 
medium for advertising. Many of America’s 
business leaders are finding it so. It is a direct 
road to a market which contains 52 percent 
of the nation’s retail outlets. 


GRAHAM PATTERSON, 
Publisher 


s 


PATHFINDER 


NEWS WEEKLY FROM THE NATION’S CAPITAL 
PATHFINDER BUILDING + WASHINGTON, D. C. 


ADVERTISING OFFICES 


Philadelphia, 230 W. Washington Sq. * New York, 420 Lexington Ave. 
Chicago, 180 North Michigan Ave. * Detroit, General Motors Bidg. 
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418 SO. MARKET STREET, 


CHICAGO 7, WABASH 3304 


McGraw-Hill Shifts 
District Managers 


William H. Meneilley, formerly 
advertising manager of Cleaver- 
Brooks Company, Milwaukee, has 
been appointed district manager 
of Electrical World, with head- 
quarters in Chicago. He replaces 
G. J. Seaman, who becomes as- 
sociate manager of McGraw - Hill 
Publishing Company’s Atlantic 
sales district. 

John T. Schaefer, formerly man- 
aging editor of Mill Supplies, also 
has been appointed a district man- 
ager of Electrical World, at Chi- 
cago. 


new duties. He replaces G. G. 
Sears, who takes on added re- 
sponsibilities in the expanded Mc- 
Graw-Hill office in St. Louis. 


Booke Promoted 


Stephen B. Booke, formerly 
marketing and distribution editor 
of Modern Industry, has been 
named executive editor of the 
publication’s Distribution News- 
letter. Ruth Fyne, of the Modern 
Industry staff, has succeeded him. 


Mr. Schaefer will cover the | 
St. Louis territory as part of his| 


Advertising Age, September 2 


Appoint LaRoche 


Chief Executive 


of Blue Network 


New York, Sept. 19.—Chester J. 
LaRoche, chairman of the execu- 
tive committee of the Blue Net- 
work, and for- 
mer board 
chairman of 
Young & Rubi- 
cam, has been 
elected vice- 
chairman of the 
board of the 
Blue, thus be- 
coming the 
chief executive 
officer of the 
company. 

According to 
the ——- 

ment by Ed- 
Chester LaRoche ward J. Noble. 
chairman of the board, and prin- 
cipal owner, Mr. LaRoche’s former 
title has been abolished, and in his 
new position he will also supervise 
the network’s program activities. 
Tnis reorganization and expansion 
of the Blue’s executive division, 


—— lr iT 


The darkened areas on the map above reveal results to warm the cockles of any sponsor’s 
heart. Specifically, it is a composite chart of six mail-studies.. analysis of the response to offers made 
on WBZ, Boston, and WBZA, Springfield, at various times during the broadcasting day. 
That the 50,000 watts of WBZ blanket New England, goes without saying. That WBZ and the 


NBC Parade of Stars should don seven-league boots, and roam so far afield, may come to some as a 


surprise. It is not unusual, however, but a typical routine performance of New England’s dominant station. 


The complete story — fortified with facts, figures, breakdowns by counties and maps of 


individual mail-studies — is contained in “Where they listen to WBZ.” The booklet will be sent to you 


upon request. You may find it an inspiration for the present, and a guide for the future. 


wowo 


REPRESENTED NATIONALLY BY NBC SPOT SALES 


WESTINGHOUSE RADIO STATIONS Inc 


°° WGL «© KYW -s 


WBZ + WBZA 


1944 
Mr. Noble said, “has been pn; esi. 
tated by a 60% increase in py). 
ness in the last year, and by , 
determination to intensify y, 
efforts in the fields of television 


frequency modulation and 
simile.” 

Mark Woods, president o the 
Blue, will work directly with \y; 
LaRoche in executive respon:\)jj- 
ity for network operations, ang 
will assume some of the dutie: 
formerly supervised by Edgar Ko. 
bak, Blue executive vice-presi:ent 
Mr. Kobak will direct the 2 ye. 
plans fer television, FM, facsimile 


the country. 

Mr. LaRoche purchased an ip- 
terest in and joined the Blue Net. 
work in June, 1944, resigning from 
the War Advertising Council which 
he headed for more than a year 
He originally joined the Counc] 
early in 1943, taking leave of ab- 
sence as chairman of the board of 
Young & Rubicam, and perma- 
nently resigning from Y&R jp 
August of that year. 


State Groups Take Over 
Newspaper Week Duties 


Plans for observance of National 
Newspaper Week, Oct. 1-8, will be 
left to each state press association. 
due to the resignation of Ralph W 
Keller, Minnesota Press Associa- 
tion, as chairman of the 1944 Na. 
tional Newspaper Week Commit- 
tee. The 35 newspaper association 
executives selected as field mar- 
shals will head the campaign 

Meyer Both Company, Chicago, 
has prepared special material for 
use during the week, available to 
all Meyer Both customers, and at 
a 25-cent postage and handling 
charge to other newspapers, 


McFadden Bureau Moves 


S. D. McFadden News Bureau, 
San Francisco, publisher of West- 
ern Trucking News Service, West- 
ern Packing News Service, and 
Western Dairy Products News 
Service, has moved to larger quar- 
ters at 16 California St. 


“WE _ jt 


WITH US” 


distinguished people from all 
over the country during the 
summer vacation months — this 
is no ordinary vacationland, of 
which NEW BEDFORD is the 
HUB — it's the playground of 
New England. 


These visitors are accustomed to 
the finer things of life including 
fine newspapers, and quite 
often they actually write and 
tell us what a splendid news- 
paper we publish. 


For every one who writes, 
there are dozens who tell our 
busy staff (always searching ‘or 
celebrity interviews) how much 
they like our paper and service. 
Of course we're proud of that 


—BUT— 


we ALSO HAVE 
WITH US A permanent 


market of over 208,000 pecple 
(4th in Mass.) who responce fo 
advertising in a way that ma:es 
local merchants look like a “at 
that just polished off ‘ne 
Canary. 


You can cultivate this mass of 
buyers through the 50,000 ¢»ily 
circulation of the STANDA®0- 
TIMES. 
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The name “Esquire” has become a symbol for gracious, 


modern living. Throughout America consumers know and 
respect the Esquire trade mark. Retailers capitalize on 
the name in selling products “as advertised in Esquire.” 
They do this with the magazine’s permission. And with 
the approbation of Esquire advertisers. 

In many cities you'll find Esquire theaters. Presenting 
the finest in modern entertainment. You'll sup or dine in 


tastefully appointed Esquire rooms in some of the nation’s 
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foremost hotels. At military debarkation points through 
the country men in uniform find recreation in military 
Esquire rooms. Off-duty retreats which Esquire has helped 
plan and decorate for the comfort of service men. 

Such typical uses of the Esquire trade mark are author- 
ized by the magazine. Requests for permission to use the 
name are innumerable. Not all can be granted. To adver- 
tisers the name Esquire means acceptance of their prod- 


ucts by the pace-setting portion of the American people. 


Esquire is not only a magazine...IT’S AN INSTITUTION 
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Survey Discloses 
Public Wants New 
Auto Before Home 


Majority, However, 
Oppose Modified 
1942 Car Models 


New York, Sept. 19.—Despite 
the fact that the automobile is 
first among postwar buying plans, 
52% of prospective purchasers say 
they would rather wait than buy 
modified 1942 models. Three times 
as many families want a new car 
as want a new home. About half 
the car owners find no fault with 
present cars in spite of long usage. 

These are some of the highlights 
of the Crowell-Collier Publishing 
Company’s ninth automobile sur- 
vey, “The Coming Market for 
Passenger Cars.” 

For eight consecutive years, up 
to 1941, the company had surveyed 
consumer reactions to current 
model cars. When the war cur- 
tailed sales, thé surveys were dis- 
continued, only to be resumed at 
the request of automobile industry 
executives in the light of world 
events which suggest that normal 
production of cars may be re- 
sumed soon. 

With the newest automobiles in 
use today at least three years old, 
and the majority of them ready 
for the used car market, the sur- 
vey, under the direction of Ray 
Robinson, was made by Stewart, 
Brown & Associates, New York 
market research firm which had 
conducted Crowell-Collier’s two 
previous automobile surveys. 


Many Questions Asked 


It sought answers to such ques- 
tions as these: 

“What do these present owners 
think of their present automobiles 
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POPULAR APPEAL! 


STAR-TIMES 


HIGH UP IN 


after driving them than 
ever before? 
“How strong is their desire for 


new cars? 


longer 


“Will they purchase the same} 


make again or change to another 
make? 

“What features do they want in 
postwar automobiles? 

“How do they regard the deal- 
er’s service during this long 
emergency period?” 

The results from 3,646 carefully 
conducted interviews in homes 
are given in the booklet, with 
facts shown in visual form by 


informative charts. 

Of the 3,646 persons asked 
about their first purchases, 56% 
named automobiles; 33% furni- 
ture; 30% standard radios; 28% 
television sets; 23% buy or build 
a house; 22%. refrigerators; 21% 
washing machines, and 9% house- 
hold equipment. Fifty-nine per 
cent of present car owners plan 
to buy new cars; 42% of present 
non-car owners will buy cars. 

The survey’s section on mileage 
and trade-in habits reveals that 
15% of the cars bought new have 
been driven from 50,000 to 75,000 


Advertising Age, September 25. 


miles, while of those bought used 
only 9% have gone that far; that 
63% of the new car buyers turned 
them in at regular intervals, 58% 
of them every two or three years, 
and 19% of the used car buyers 
made a trade every year. 


Cite Economy of Operation 


Owners’ opinions of their pres- 
ent cars disclose that economy of 
operation ranks first with 54% of 
Chevrolet and Ford owners, 50% 
of Plymouth owners, 33% of De 
Soto owners, and 82% of Willys 
owners. Ease of handling and 


comfortable riding qualities 
supporters as the survey 
proaches the medium-high 


car group, 32% of Hudson own 


approving its economy and 2” 
comfort, while only 12% o 


Packard and 13% of the Cadi) 


owners approve the make 
economy of operation, with 
of beth choosing the make 
comfortable riding. 


In the 1940 and newer ca; 
the low price group, 23% o; 


owners criticized the make 


poor construction, such as in ma 
rials or engineering, body defects 


To lovers of good sportsmanship, The 
Times is more than a newspaper. For 
The Times annually honors America’s 
great athletes. In December each year 
a capacity crowd of 1000 people pay 
$10 each to attend The Times Sports 
Awards Dinner at Los Angeles’ Bilt- 
Proceeds of the last 
event purchased sports equipment for 


more Hotel. 


servicemen. 


i side 
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To lovers of fine music, The Times is 
more than a newspaper. In January 
The Times sponsored two nights of 
great music in Los Angeles’ largest 
auditorium— bringing together great 
orchestras and great stars to raise 
money for the: purchase of record 
libraries for servicemen in camps at 
home and bases in the Pacific. 
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Golden Gloves amateur boxing tov 


boys club. 


INTEREST FOR ALL MAKES THE LOS ANGI 


. 


Newsprint, type, ink . . . nothing very personal about 
those ingredients of a newspaper. Yet, the men and women 
who make some newspapers seem to have the ability to 
fashion them into things of warmth, personality, vitality. 
The people of Los Angeles will tell you that The Times is 
that kind of newspaper ... an influence that weaves 
readers into the life of the community. 


To fight fans, The Times is more tha 
a newspaper. The nationally populs 


nament is held in Los Angeles undé 
Times sponsorship. Ticket proceed 
from this year’s turn-away  rowé 
went to aid in the rehabilit tion 4 


returning servicemen and to 2 /0 
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wattles, bad doors and windows, 
woor upholstery, etc. Only 10% 
ye ears in the high price group 
ore criticized for poor construc- 


‘hose who now own a Chevro- 
, Ford, Plymouth or Willys indi- 
« they are less likely to stay in 
not class of ownership than the 
Chrysler, Packard and Cadillac 


owners. 


said they would not buy because 
their present cars are good enough 
and 18% believed the first post- 
war models will soon be obsolete. 
Only 3% say the jirst new cars 
will not be any good. 


Economy Ranked First 


Economy is the most important 
feature in the postwar car, 33% 
of the owners of cars less than 


medium-high price car owners ex- 
pect cars to be priced higher; 
nevertheless, 46% of the low price 
group and 56% of the high price 
group, will pay cash. 

What changes are expected will 
be moderate, 71% of those queried 
say, but 49% of them expect radi- 
cal changes within two years after 
the new cars appear. Nineteen 
per cent expect the changes to be 


27 


better visibility, radios, improved | 
materials, heaters and_ greater | 
operating economy are among the | 
things all car owners hope for in 
the new models. 

Nearly all car owners found| 
wartime servicing _ satisfactory, | 
with 61% asserting that the cost 
was higher, 60% giving increased | 
labor costs as the reason. Most 
owners went to car dealers for | 


Of all car owners asked if they 
will buy immediately after the 
if the makes are modified 
1942 models, 52% said they will 
wait for changes; 19% of them 


five years old say, 
choose ease of operation and 16% 
riding comfort. 

Forty-seven per cent of the low 
price car owners and 50% of the 


while 21% 


motor efficiency. 
Air 


conditioning, 


through the use of plastics, 40% 
think that there will be more 
streamlining, while 17% see more 


their repair work during the war | 
years as they did previously, with | 
lubrication both before and dur- | 
ing the war done chiefly by filling | 
stations. 


fluid drive, 


HE PEOPLE! 


To The Times, readers are more than numbers on an ABC 
statement. And as the personality of the paper flows to 
readers, so does the influence of readers return to the paper, 
giving it an interest and a response-ability far beyond that 


which news alone can create. 


This is the extra measure 


which advertisers receive from The Times — added value 
which makes The Times first choice in Los Angeles. 


Toa nation at war, The Times is more 
than a newspaper. On July 4th, The 
Times invited the people of Los An- 
geles to Hollywood Bowl to hear the 
U.S. Army Air Forces Orchestra, the 
nation’s heroes, Holly wood’s top flight 
stars, and an AAF Cavalcade with 
Air Cadets, and Wacs. Price per seat: 
A War Bond; Attendance 26,000. 
Bonds sold, $5,000,000 worth. 


DEL GARDENS 


\9 
MOUEY 2 WEE 
; * 
» 
res 
* 


(a) Los Angeles women find The 
Times’ Women’s Service Department 
a sincere helpful friend. Last year 
over 360,000 women wrote or phoned 
for help, advice. 


(b) The Times helped thousands of 
gardeners raise food for victory. A 
model garden, free classes, pamphlets, 
all Times-sponsored, provided the 
“know how.” 


n> WE ERYBODY’S NEWSPAPER” 


4 


IN LOSSES 


Year-in, year-out The Times has 
always been Los Angeles’ top 
newspaper in Total Advertising 
linage. Today, rationing of 


paper has cut Times linage 


deeply. For the first six months 
of 1944 The Times shows the 
largest linage loss in the market 
— second largest loss in the 


ann iw GAINS 700! 


Despite our “Share Your Copy” 
plea to readers Times circulation 
has been going up-up-up! Pub- 
lisher’s Statements to the ABC 
for March, 1944, compared with 
March, 1941 (pre-Pearl Harbor) 
show The Times with a gain of 
60,762 copies daily, 166,282 
copies Sunday. The largest war- 
time gain of any Los Angeles 
newspaper! 


LOS ANGELES 


— Times 


REPRESENTED BY WILLIAMS, LAWRENCE & CRESMER 
NEW YORK - CHICAGO - DETROIT - SAN FRANCISCO 
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Do you know these railroads? 


EPWOOQTRS 
Om OSE. 


| , * 7 
ste an Oe 
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GUESSING GAME—Trains, publication for big and little “railroad fans," 
asked readers to identify these well known railroad trademark symbols. 
it yourself, then check with these answers: A, Santa Fe. 
Northern Pacific. D, Erie (this is a trick question; the herald has been twisted 
45 degrees). , Alton (another trick; upside down). 
G, Wabash. H, Great Northern. |, Gulf, Mobile & Ohio. J, Denver & Rio 
Grande Western. K, Frisco. L, Southern Pacific. M, Belt Railway of Chicago. 
N, Chicago Great Western. O, St. Louis Southwestern. P, Texas & Pacific. 
Wee j Q, Georgia. R, Missouri Pacific. S$, Chicago & North Western. T, Baltimore 
OTS gsi sae & Ohio. U, Bessemer & Lake Erie. V, Minneapolis & St. Louis. W, Missouri- 
hee WY 


Kansas-Texas. X, Illinois Central. 


B, Pennsylvania. 


F, Canadian Pacific. 
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Plaza Names Bauer 
Byrne Bauer, formerly with Ivy 


Lee & T. J. Ross, has been ap- 
pointed sales and promotion man- 
ager of the Plaza Hotel, New York. 


@ This is not the sort of question one 
would hear at a banquet or conven- 
tion. But it is discussed when traffic 
executives in industry tackle today’s 
transportation problems. 


The answer depends on several fac- 
tors such as the size, weight, and length 
of the girder, the point of origin and 
destination. 

That is just one of the problems 
tossed at a Traffic World field visitor 
who recently had a “‘feet-on-the-table”’ 
session with a certain traffic executive. 


Hew to Prevent Damage to Freight 


Another executive sent out this 
“S.0.S.” for help: ““My company ships 
intricate dials and machinery which 
could easily be damaged in transit. 
It’s vital for us to learn every possible 


| ee. = 


way to protect them. I’m interested 
in any suggestions you may have that 
will help us reduce this damage.”’ 


How to Reduce Time in Transit 


Traffic World’s field visitor was told 
by another shipper of the following 
current problem: “‘Routing our ship- 
ments is a big headache these days. 
The more I can learn about time 
required for transit and schedules ot 
delivery, the better. This information 
can help us do our job of routing so 
that shipments will arrive more 
quickly at their destination.” 


How to Plan for Post-war Exports 


A forward-looking executive raised 
a question which concerns many com- 
panies besides his own. He said, ‘““We 


Our Membership in A.B.P. 


@ HELPS OUR ADVERTISERS 


The numerous A.B.P. studies, pamphlets and reports, all free to the profession, 
have one purpose only—to help advertisers get a bigger return on their 


investments in business papers. 


@ HELPS OUR READERS 


The National Conference of Business Paper Editors and other A.B.P. inter- 
membership exchanges of ideas and information increase the usefulness of our 


publication to its subscribers. 


TRAFFIC WORLD 


418 SO. MARKET ST., CHICAGO 7, ILL. 
250 PARK AVENUE, NEW YORK 17,N. Y. 


= % i * 


will probably export a large volume 
of our products after the war. This 
will raise a lot of export shipping 
problems. We want to start think- 
ing about them right now. We would 
like as much help as possible on them 
now, in working out solutions.” 


Helpful Bulletins, Free 


If you are concerned with shipping 
and transportation you will find what 
traffic executives in industry have to 
say is enlightening and timely. The 
place to find this factual and current 
data is in Traffic World and its regu- 
larly issued bulletins—‘‘READER 
PROBLEM INTERVIEWS WITH TRAFFIC 
MANAGERS IN INDUSTRY.” 


Are you getting those bulletins? 
They are yours, free, for the asking. 


Better advertising in a pro- 
™2 = gressive publication means 
more advertisers and more 
readers—and that means 
more income with which to im- 
prove our publishing business. 


Stores Inaugur¢ te 
‘Paper Holiday 
in PPNC Plan 


New York, Sept. 21.—A 
holiday kit containing plans ang 
advertising suggestions for o 
izing and promoting the , 
holiday in “Yourtown’’ is 
sent by the paper conservatio: 
vision of the Periodical Publis} or. 
National Committee to field 
throughout the country. 

Attached to the kit is a sp: 
bulletin explaining that the 
was inspired by the action of 
Peoria, Ill., in declaring a pxper 
holiday for the duration. In ‘hat 
city, first in the country to adopt 
the plan, no paper or paper bags 
are used in any retail store except 
for articles like meat which re. 
quire wrapping for sanitary pur- 
poses. Paper salvage collections 
jumped 600% the first month. 

Requests came to Peoria officials 
from 132 other cities asking how 
to plan a paper holiday. The War 
Productio:: Board launched plans 
for similar drives in other cities, 
and PPNC’s conservation division 
came forward to help. 

Included in the kit are sug- 
gested newspaper releases, bul- 
letins to retailers of “Yourtown,” 
radio spot announcements, sug- 
gested advertisements and drop- 
in ads, and a special sheet titled 
“Ammunition on What Happens 
to Paper.” 


Anfenger Adds Account; 
Moves Gulf Office 


Anfenger Advertising Agency, 
St. Louis, has been appointed to 
handle advertising of Becker- 
Bischoff Chemical Company, St. 
Louis, for its insect repellent Jitter 
Bug. George L. Prater is account 
executive. 

Anfenger’s New Orleans office 
has been moved to larger quarters 
in the Canal building. 


STABILITY 
COUNTS 


NOW - AND 
IN THE 
POST - WAR 
WORLD! 


THE rich markets of 
Richmond and Virginia, 
covered by Station 
WRNL, are stable 
markets . . . the mar- 
kets you will want to 
cultivate for present and 
post war sales. 


For first choice, then, 
you'll choose the stable 
Richmond station. As 
proof of WRNL'scon- 
stancy we present the 
following facts. 


©70.87)0F THE NATION |. 
ADVERTISERS ON THiS 
STATION ARE ;RENEW- 


°88% OF THE LOCAL A'- 
VERTISERS ON TH 5 
STATION ,ARE RENE - 
ALS. 


Advertisers don't renew 
contracts unless the me- 
dium they use ‘pays off"’ 
in results. 


(RICHMOND, 
VA. 
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NIGHT «DAY 910 


EDWARD PETRY & CO. INC. NATIONAL REPRE 
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“Stump us,’we begged...so they did! 


Washington listeners (thousands of them) 
finally ganged up on WTOP’s Johnny Salb. 

Six months ago we told how his musical 
quiz program called Stump Us pulled in 
so much mail. Our advertisement called 
Johnny Salb “a human jukebox.” Rashly, 
we said: “It’s a rare event when he can’t 
play—without a second’s pause—any tune 
you care to mention.” 

All true...until one recent afternoon. 
WTOP’s listeners—who have joined the fun 
by the thousands—apparently decided to 
“get Salb.” As a matter of fact, we suspect 
they even scoured the National Archives 


for obscure tunes. Because... 


Represented by Radio Sales, the SPOT Broadcasting Division of CBS 


On that sad afternoon, Stump Us emcee 
Lee Vickers picked nine letters at random, 
read off nine requested song titles—and 
stumped the unstumpable Johnny Salb nine 
times! To Johnny, it was like looking for the 
Lost Chord. He was tuneless. So nine cash 
prizes were mailed at once to nine listeners. 
But there’s a happy ending. Now more mail 
than ever is arriving and people have found 
out that if you’re very ingenious you really 
can stump Salb. 

Now listener enthusiasm runs higher than 
ever and has shot his program’s stock 
steadily up. Today, Stump Us is drawing 


more mail than any other program in 


WTOP history. These are facts you won't 
ignore if you’re looking for an established 
show with proven audience response among 
Washingtonians. And, Stump Us is now 
available as a unit or on a participating 
basis, Monday-through-Friday, 5:45-6:00 
PM. You can get its whole happy history 


from us or Radio Sales. 
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HILLTOP 
HIGH 


Vulcan's statue — 
trade mark of a 
busy city in a great 
state in which 
WSGN has top cov- 
erage, a top Hooper 
in the morning and 
the best salable 
time all day. WSGN 
is Alabama’s Best 
BUY Far. 


WSGN 


News-Age Herald Station 
Call Headley-Reed 


‘American Weekly’ 


Prepares Promotion 


| For the fifth consecutive season, 

|The American Weekly, New York, 
| has prepared a complete promo- 
| tion for men’s stores. The mate- 
| rial, consisting of full-color 30x40” 
window display easels, newspaper 
mats, display design ideas and 
selling hints, is based on promo- 
tion of nationally advertised 
brands. The theme of this year’s 
promotion is “Your Double Guar- 
antee of Style and Quality—Na- 
tionally Advertised Labels plus 
Your Own Good Name.” 

Paper restrictions have limited 
the number of available kits to 
1,000. The campaign is being pre- 
pared by Advertising Agency As- 
sociates, Chicago. 


Dallas Bank Appoints 


Bozell & Jacobs, Dallas, has been 
appointed to handle advertising 
for Liberty State Bank, Dallas, 
using newspapers, Magazines, 
trade publications, direct mail and 
films. The agency will also run 
a direct mail campaign for the 
Chamber of Commerce of Austin, 
Tex. 


48 Food Concerns 


May Lift Budgets 
fo $150,000,000 


Fresno, Cal., Sept. 19.—Forty- 
eight leading food manufacturers, 
currently spending $138,000,000 
annually in four major media, will 
boost appropriations at least 10% 
to more than $150,000,000 for 1945, 
Paul S. Willis, president of Gro- 
cery Manufacturers of America, 
New York, told the California Re- 
tail Grocers and Merchants Asso- 
ciation, meeting here today. 

As wartime restrictions on 
prices, paper, manpower, etc., are 
removed, he added, the food in- 
dustry is anticipating the “great- 
est wave of advertising” and com- 
petition in its history. 

Citing the stability and oppor- 
tunities of the industry for post- 
war, Mr. Willis showed that even 
in wartime “one out of every five 
adults is employed in the growing, 
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processing and distribution of food. 
At certain times, one in every 
three adults is so employed. There 
are 30,000,000 men, women and 
children on 6,000,000 farms 
covering approximately 380,000,- 
000 acres. There are over 1,000,000 
men and women in over 40,000 
food plants. One out of every 
four plants in the United States 
is processing foods. More than 
1,000,000 men and women are in 
food wholesaling and retail food 
stores. One out of every three 
retail stores is a food outlet.” 

Mr. Willis urged the support of 
the California grocers in GMA’s 
recently launched public informa- 
tion program. 


PUSH STORE SALES OF 
AIR-WICK, NESTLE’S MILK 


New York, Sept. 19.— Seeman 
Brothers, New York _ grocery 
wholesaler, will launch a series of 
insertions Oct. 1 in 100 newspa- 
pers in 65 cities for Air-Wick, 
stressing fall and winter uses of 
the household air purifier it dis- 
tributes nationally. 

Advertisements will scale from 
600 to 42 lines and will appear 
twice or three times weekly in 


newspaper. 


And that’s only one of 
the thousands of ships recently added 
to the world’s most powerful Navy! 


Kay 


PAPERBOARD 


PLASTIC 


CHICAGO e 


( Tbs 0f PLANS ond B 


“‘SALVAGED PAPER PACKS 
A MIGHTY PUNCH” 

175 tons of paper were used in the 

plans and blueprints for the U. S. J 

Battleship MISSOURI -enough to “ 

print 700,000 copies of a 32-page 


a $ 
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70 SHIPLOADS OF OLD 
ADVERTISING MATERIAL 


A used paper shortage of over 400,000 tons is threatened for the 
last 4 months of this year. Such a shortage is bound to lead to pri- 
vations and the sacrifice of life on our battlefronts. Within easy 
reach we have the paper needed to prevent this catastrophe. Stowed 
away in stockrooms, storerooms and warehouses is a vast tonnage 
of old, outmoded advertising and display material — sufficient to take 
care of the deficit for many months. Let’s drag it out of hiding, to 


serve our nation in the hour of its greatest need. EVERY POUND 
COUNTS — SALVAGE YOURS NOW! 


ARVEY CORPORATION 


SERVING AMERICA’S ADVERTISERS SINCE 1905 


DETROIT ° 


JERSEY ‘CITY 


cities of more than 100,000 
lation in the East, Midwes; 
South. Since the product , 
placed on the market a year ; 
a half ago, retail sales have 
to $4,000,000 annually, with ag. 
vertising being confined 
wholly to newspapers. 

Agency is William H. Weintrayp 
& Co., New York. 


Uses 150 Papers 


Nestle’s Milk Products, New 
York, is using space in 150 news. 
papers in the East, South and op 
the West Coast in a three-monthy’ 
campaign for Lion, Everyday ang 
Alpine brand milks. No other 
media is being used. 

Promotion theme is, ‘gel for 
Babies—Ideal for Cooking.” Color 
pages are being used in Su nday 
supplements on the West Coast 
and in New Orleans for Alpine 
brand. Elsewhere Lion and Eve ry- 
day are featured in black and 
white insertions of varying size. 
scheduled to run two and three 
times weekly. In addition to a 
baby picture, each ad carries , 
cooking recipe in which Nestle’s 
milk may be used. 

Leon Livingston Advertising 
Agency, San Francisco, is in 
charge. 


Rickenbacher to FC&B 


Paul A. Rickenbacher, former 
head of the radio talent depart- 
ment of Young & Rubicam, New 
York, and previously with J. 
Walter Thompson Company and 
CBS, has joined Foote, Cone & 
Belding, New York, to work with 
Howard T. Worden on advertising 
for the agency’s motion picture 
clients. Mr. Rickenbacher will 
specialize in radio, merchandising 
and exploitation, and will also 
handle special assignments with 
FC&B’s television activities. 


Sommer Joins Anderson 


Henry P. Sommer Jr. has re- 
signed as vice-president of Alex- 
ander Publishing Company, New 
York, to accept the same post with 
Merrill Anderson Company, New 
York agency. 


If you sell 
VITAMINS 


You Need WIBW 


In Kansas, and parts of six 
adjoining states, WIBW is the 
preferred station of 4,81! .5!! 
listeners. 

WIBW is preferred by «ee! 
ers, too, as shown by their et 
thusiastic tie-in promotion + 
point of sale. 

We have a reputation for 
hard-hitting selling. Let u5 
prove it to you by RES! 
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hat’s Current 
| 2 in the Engraving By 


Well, here at CM&H it is etching by electrical current. Gone are 


the days when engravings depend solely on etching by acid. 


To serve its ultimate function, a halftone requires good depth. 
Electric etching gives not only good depth but clean depth. 

V Electrotypers can give ample testimony on the merits of a clean 

x and deep halftone for molding or matting. Anyway, it’s one of 


| the reasons why our customer list reaches from coast to coast. 


; COLLINS MILLER & HUTCHINGS 


of 


‘ Chicago Photsengrauers 
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Expect Bowles to Win 
Argument on Pricing 

Washington, D. C., Sept. 21.— 
When the smoke clears, most ob- 
servers here believe that industry 
will go along with Price Admin- 
istrator Chester Bowles, and mar- 
ket new consumer goods at prices 
at or near the 1942 level. 

For one thing, Mr. Bowles is a 
persuasive salesman, and he has 
assembled an impressive file of 
figures to refute claims for 20 to 
30% price increases. Then, too, 
he has a powerful argument that 
goes like this: price automobiles 
so they become something people 
look forward to owning in their 
old age, and Henry Kaiser or 
someone else with idle plants and 
machinery will gladly take over 
the low price market. 

At OPA they concede that labor 
costs are up—9% including over- 
time in the auto industry, more 
for others—but they argue that for 
most industries materials cost the 
same, and improved tools and 
“know how” virtually offset up- 
ward trends. Selling expenses, 
for one thing, should be nominal, 
Mr. Bowles believes, compared 
with the days when a salesman 
visited many homes to sell one 
vacuum cleaner—and then had to 
offer costly allowances and in- 
ducements. 

Though industry can probably 
win small price adjustments, Mr. 
Bowles believes it can gain more 
by voluntarily announcing “Our 
1942 price is our price today.” As 
he puts it, “Industry has to build 
the future. OPA won’t even be 


here.” 
ok He * 


Forecast: Those who have seen 
the forthcoming FTC report on 


advertising as a cost in distribu- | 
tion say it contains interesting | 


observations 
radio as a medium. Release of 
the document, which can be had 
by writing the Commission, has | 
been held up until the five Com- 


on the growth of 


missioners can clear it. Postwar: 
Among the imaginative Americans 
is a Douglas aircraft engineer who 
has filed an application with the 
Civil Aeronautics Board for an 
airline serving Kwajalein, Truk, 
Palau, Manila, and a number of 
other Pacific real estate sites re- 
cently or currently infested with 
Japs. Hard Way: Board of Inves- 
tigation and Research set up by 
Congress to study transportation 
suggests 34,000 miles of new na- | 


tional highways as the easiest 
means of eliminating conflicting | 
state size and weight rules that 
plague interstate 
Ke 


Trouble - shooter: OPA’s new 
promotion, calling for closer gro- | 
cer-consumer cooperation in en- | 
forcing price ceilings, bears the| 
touch of J. Sidney Johnson, di- 
rector of the merchandising divi- 
sion of National Biscuit. Based on 
trade cooperation, with food proc- 
essors and trade associations pro- 
viding the spark, it copies the 
methods used so successfully by 
Mr. Johnson last May when he ran 
the War Food “Low-point ... No- 
point” campaign. He’ll be with 
OPA for three months. Job: Con- 
currently with campaigns to get 
military overseas Christmas gifts 
in the mail by Oct. 15, Postoffice 
and ODT are spreading the word 
that gifts for folks at home should 
be sent by Dec. 1. OWI facilities, 
Railway Express, and local adver- 
tisers are expected to get behind 
the drive. Appointment: R. H. 
Bennett, assistant sales manager 
of the Hatch Full Fashioned Ho- 
siery Mills, has joined the con- 
sumer goods price division of OPA. 


truckers. 
* a 
| 
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* 123.5 percent coverage of all homes 


The circulation of The South Bend Tribune is 47,569 in the 
South Bend city zone. This zone, according to the Audit Bu- 
reau of Circulations, includes both South Bend and Mishawaka 


and the circulation is 123.5 percent coverage of the homes in 
both cities. This is complete coverage, plus! 


The Tribune, the only daily paper in St. Joseph County, also | 
dominates the entire surrounding area. The total circulation | 
of 82,000 is the largest of any daily newspaper in Northern 
Indiana and Southern Michigan — the largest between Indi- 


anapolis and Grand Rapids. 


The Tribune has made a gain in circulation each month for 
eleven consecutive years. This, despite every effort in recent 
years to keep the circulation down. This amazing record began 
in August, 1933, when the circulation was 31,000. An average 
of 386 new subscribers has been added every month for 132 


months. 


Buyers of space are naturally becoming more interested in 
The Tribune. It is a great buy for the post-war period. 


The South Wend Tribune'g 


“Newspapers Get Immediate Action” 


STORY, BROOKS & FINLEY, INC. National Representatives 


Advertising Age, September 2° 944 
Plug: Though the lid will be off| tion under OCR programs would|must decide which activi’ to 
civilian production after V-E Day,| reduce the time needed to convert.| drop, which to move to pern = ney; 
WPB continues to work on those! Preparation: Mindful that the) agencies. ; 
oft-discussed programs for the|shortage of fractional horsepower (22% 
production of badly needed items,| motors is a major factor delaying Birthday: The War Foor “,» 
ranging from refrigerators to in-|new washing machines and refrig-| sister to the Army-Navy “EF ang 
sect screens. All such programs |erators, WPB has authorized Gen-|similar incentives, has bee, 
| will be dropped when Germany |eral Electric to spend $550,000 to| awarded to 200 food pro sing 
fells, but the Office of Civilian Re-|expand its fractional horsepower | plants during its first year ex. 
quirements is trying to get as|AC motor capacity. Future: FCC|istence. Trend: Wood con! inug 
many of these programs started as| has shifted WJLS, Beckley, W. Va., | tight, but hardwoods are now more 
it can in the interim. If the fall|to a better frequency, in a decision | plentiful, and furniture man \;fac. 
of Germany is long delayed, it is| which encourages the station to|turers look forward to relaxation 
argued, the programs can continue | plan to increase its power. Puzzle:|of the present tight WPB controls 
under spot authorization; if it| Budget Bureau, ordered to plan/| Firms would like permission ‘» jn. 
comes soon, initiation of produc-| demobilization of war agencies, | crease the number of pattern: cach 


“We're learning 
how we are really going to | 
alter the war” 


_thank{ % Geller lowed + Gardord, | “I don’t know wh 
anything created such a stir in our family as the last issue of Bet 
Homes & Gardens. For months we’ve been dreaming and talking ab< 
little except how we are going to live after the war. But we've bq 


barred from making any real plans by the fact that no one has 


‘Now, you have filled in the picture for us. Instead of tn 
generalities and vague promises, you’ve given us concrete, inspifil 


facts on the richer, freer home life that can be ours. 


‘Taking the new houses you picture as a starting point, it’s ¢ 
to see how fundamentally different and better things are going to} 
Still, there is one division of family life in which I predict we'll clit 
by the old ways: dependence on your magazine. For to you mo 
than to anyone or anything else, we owe the living standards ' 
attained before the war... the degree to which we sustained thd 
living standards during the war... And now, the first guidance we 
had on planning for the future. Thanks...”’ 

4 4 * 

The article to which the writer of this letter refers is the first 
a series on postwar home construction appearing in Better Home 
Gardens. Don’t miss this series if you want a preview of the nat¢ 
things America will buy when reconversion starts. One-thirc of! 


nation’s home owners will follow it and act on it. 


Better Homes & Gardens 


America’s Family-Service Home Magazin¢ 


Meredith Publishing Company. Des Moines 3. lows 


us what we might expect in the way of accomplished development 
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4 Ad 
0 nufacturer is allowed to offer. 
it wiracies: Control of freight car 
,..© » in seaports is one of the big 
‘ ements of this war. Tie-ups 
‘p : , bad last time that urgently 
d e items stood on the docks 
n while less essentials went to sea. 
ig \, present so few cars are standing 
{- “+ ports that they could all be un- 
es joaded in less than five days. 
re * * * 
C- Trouble: Brewers have cheerful 
mM ne about the 1945 supplies of 
Is hops, but the malt situation is not 
n- «yo good, War Food reports. De- 
ch mens for malt for industrial alco- 


sel Bee: 
ps Bs 
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hol have climbed so much that 
maltsters have been awarded spe- 
cial priority assistance in expanding 
their facilities. Worry: OPA can’t 
make up its mind whether or not 
to ration the first new automobiles 
that are produced. It is admitted 
that the scramble will be terrific, 
and rationing officials are unable 
to figure a means of differentiating 
among would-be buyers. Inci- 
dentally dealers still have 20,000 
prewar cars which have never 
been released. 
* cK * 


Aluminum: Complaints come in 


about WPB policy in shutting 
down aluminum lines, followed by 
other complaints that very little 
of the metal has been released for 
civilians. Answers provided by 
officials are: 1. Lines in New Jer- 
sey and New York were shut down 
to save 1,750,000 tons of coal a 
year, easing the coal shortage; 2. 
Manpower controls have dampened 
efforts to order aluminum for 
civilian production. Grade Label- 
ing: The phony grade labeling 
scare over the use of government 
standards in 1944 processed food 
pricing isn’t taken seriously, even 


by those who make the most noise; | 
witness the decision of the Boren | 
Newsprint-Grade Labeling Com- 
mittee to suspend hearings until | 
after election. Background of 
Bowles letter putting the use of | 
AMA standards up to Congress is | 
widely discussed. The letter went | 
to the wrong Congressional com- | 
mittee; allegedly was never read | 
by food pricing officials. Anti-Cli- | 
max: Boren Committee report | 
condemning end use regulations on | 
print paper. Except for the recent 
spat over labor papers, nobody has 
proposed any such thing. 


floor plan and 
‘ton of tomor- 
bby room from 
se tomes & Gar- 


tober issue. 


IF you like to reach 
rich markets where 
spendable income is 
high—war or no war..; 


IF you want complete 
radio coverage in one.of 
the best of these markets 
—the East Texas - North 
Louisiana -South Arkan- 
sas region... 


IF you want that radio 
coverage to be not only 
available to, but welcome 
in, the homes of this 
area... 


v 


THEN USE A 


BIG 


STATION 


v 


TO COVER THIS 


KWKH 


— $0,000 WATTS 
CBS 


CG Shreveport Times Station 
SHREVEPORT, LOUISIANA 
THE BRANHAM CO 
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JACKSON 


i 


MISSISSIPPI ~ 


CROPS ARE GOOD 


The 1944 Mississippi cotton crop 
is forecast at 1,750,000 bales.* 
This forecast is a 141,000-bale in- 
crease over the ten-year average 
from 1933 to 1942. Prices for cot- 
ton and other agricultural prod- 
ucts are higher than ever. This 
steady agricultural income is be- 
ing boosted higher and higher by 
increased livestock and industrial 
incomes. Jocigen, _ the Capitol 
City, is the center of this growing, 
scathonle market. And WSL 


your "Double-Return'"’ station, of- 
fers effective coverage of this 
market—at less cost. 


*U. S. Dept. of Agriculture 


BLUE NETWORK 


WEED & COMPANY 
NATIONAL REPRESENTATIVES 


Standard Tells 
How Advertising 
Helps War Drives 


Oil Marketer 
Reviews War Copy 
in New Report 


| 


Chicago, Sept. 19.—Advertising 
|and public relations have counted 
| heavily in the efforts of Standard 
|Oil Company (Indiana) to help 
| keep the nation’s autom otive 
|}equipment going during the war, 
ithe company revealed last week. 
| Starting with passenger car con- 
|servation when tire sales were 
‘frozen and auto manufacturing 
halted, and including a score of 
| other activities, Standard’s war- 
| time public morale and education 
|campaigns are detailed in a new 
| 32-page brochure, “Standard Oil 
| Company in the War.” 


Personnel of Standard’s dealer | 


service station organization was 
taught how to render special car 
conservation service, through 
driveway training, literature, 
house organs and meetings, while 
the company’s advertising featured 
these services. Copies of some of 
these ads were sent by the Pe- 
troleum Industry Committee to the 
Petroleum Administration for War 
as outstanding examples of adver- 
tising helpful to the war effort. 


Urges Fleet Conservation 


Back in March, 1942, Standard 
Oil announced “Fleet Conservation 
Service” to operators of trucks, 
buses and road construction equip- 
ment. Its advertising, as well as 
direct contacts by salesmen and 


engineers, helped spread _ these 
suggestions for equipment con- 
servation. When the ODT later 


announced its truck conservation 
corps, Standard Oil cooperated in 
the operation of its own equip- 
ment by sponsoring the program 
through its sales organization and 
fleet advertising, and in urging 
dealers to become ODT stations 
for the distribution of material 
promoting the corps. The company 
bought a substantial amount of 
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ODT-sponsored material, such as 
decals, and devoted a considerable 
amount of the time of its sales 
promotion and sales organization 
to getting the plan established. 
Sales and advertising programs, 
the company says, have continued 
to concentrate on fleet conserva- 
tion service. 

On the farm front, the company 
in prewar years had launched edu- 
cational programs désigned to get 
the farmer to conserve machinery 
by the use of proper fuels and lu- 
bricants. With the war, this cam- 
paign was intensified, with con- 
servation becoming the spearhead 
of Standard Oil’s rural sales and 
advertising program. Tractor clin- 
ics were conducted and a slide 
film, “Tuning Up Tractors on the 
Farm Front,” also was reproduced 
in folder form. Tractor tune-up 
and conservation suggestions were 
published in a booklet, “Dawn to 
Dusk,” with a first printing of 
375,000 copies distributed last 
year. This year 335,000 copies 
will be distributed. 

Fuel oil rationing did not start 
until the fall of 1942, but early 
that year Standard Oil started a 
conservation theme, distributing 
more than 78,000 copies of a book- 


through 
editorial 
“Know-How: 


Dominance 


—_ 


EVIDENCE: Something like fifteen thousand 
letters a year come in to MODERN PLASTICS 
editors, each with a request for specific 
information on plastics. About one third 

of a like total is represented by personal 
visits and about two thirds make their 
requests by phone. All of these are answered 
—and all to the inquirer’s satisfaction. 


EVIDENCE: Plastics materials are very 


complex. Since plastics involve chemicals and 


chemical reactions these materials take on 
variable qualities and properties. They are 
extremely numerous. Only experts can 


write about them without being tripped. 


over eighteen years. 


MODERN PLASTICS editors have been 
handling these materials successfully for 


EVIDENCE: A staff of fourteen experts is 


required to edit MODERN PLASTICS. No one 


to 


of them claims to be a genius, yet all enjoy 
technical eminence as reliable experts. 
Combined, they form an editorial team 


necessary for the publication of an authorita- 


tive, reliable periodical on plastics. 


EVIDENCE: Only through editorial “know- 
how” has MODERN PLASTICS achieved 
dominance in the plastics field. All of its 
manifold activities would go as naught, if 
the magazine itself were not completely 
authentic. And—only because every one 
who wants to know about plastics, turns to 
MODERN PLASTICS, do the advertisers get 
results. Here is a traceable, definite proof 
that MODERN PLASTICS editors are truly 
authoritative. Their combined activities 
furnish a vehicle for advertisers which has 
no equal for results and prestige. 


ODERN 
LASTICS MAGAZIN 


rm’ 


... the only ABC plastics paper 
... the authority on the subject 
. the established institution in its field 


wy 


. one of America’s great industrial publications! 


Chicago * 


PUBLISHED BY MODERN PLASTICS, 
122 EAST 42nd STREET, NEW YORK 
Cleveland *« 


Washington * 


MEMBER AUDIT BUREAU 


OF CIRCULATIONS @ 


INC. 
A Ss 2 
Los Angeles 


let, “Twenty-five Ways 
Fuel Oil.” 


Industry Runs Cop) 


When public misunders:anq), 
of the gas rationing pro gra, 
called for action last year, Stana_ 
ard Oil, through its agency, Me. 
Cann-Erickson, Chicago, ; eared 
an ad on “The Low-Down ,, 
Gasoline Rationing.” Sixty-six 9j) 
companies, with Standard ©)| pay. 
ing more than the next two largeg 
contributors combined, ran thi, 
copy in 103 leading newspaper. ~ 

This year the company is agaiy 
one of the leaders in supporting , 
$140,000 advertising campaign 4 
explain the reality of the ga 
shortage. ’ 

Advertising in trade publica. 
tions has during the past ty 
years been devoted to furniship, 
helpful wartime information api 
offering the services of lubricatin; 
engineers, cutting oil specialisg 
and industrial service representa. 
tives to help solve problems aris. 
ing from overworked equipment 
new materials, new methods anj 
inexperienced help. 


Supports Bond Drives 


Newspapers, farm magazine; 
and radio advertising have carrie; 
Standard Oil’s war bond appeals 
During the 3rd, 4th and 5th Wa 
Loan drives, the company investe 
$85,000 in space devoted entirely 
to war bonds in almost 1,7) 
newspapers. 

The company also employed ai. 
vertising in supporting the WPR 
production drive and tool cor. 
servation program; in leading ali 
other members of the industry iy 
the nationwide scrap rubber drive: 
and in collecting other scrap ma- 
terials. Among its intra-company 
achievements were highly-success- 
ful truck conservation and de. 
velopment of a “Victory barrel,’ 
wooden container which replacei 
critical metals in shipping grease 
and semi-fluid products. 


Save 


Names Sales Managers 


Norma - Hoffman Bearings Cor- 
poration, Stamford, Conn., has ap- 
pointed Robert L. Miller as assist- 
ant sales manager of the easter 
sales division and Carl W. Hedler 
as assistant sales manager, west- 
ern sales division. 


Ayer Promotes Hanna 


James E. Hanna has been ap- 
pointed account supervisor of the 
radio department of N. W. Ayer & 
Son, Philadelphia. He has bee! 
with Ayer 17 years and has been 
radio copy chief since 1941. He 
will be succeeded by Philip 4 
Young, a member of Ayer’s radi 
department. 
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Covers aR 
Livestock Afé 


More than 27 national advertise 
| products used WDZ last yea 
| this station is in the heart 

prosperous grain-livestock are a 

ranks 2nd in hogs, 7th in cattle an¢ e: 

in horses . . . nearly 30% of |!) ois | 

stock farmers are located in W025? 
mary areal WDZ reaches ‘er ‘0° 
cause all programs are directec '0 1°" 
ers and factory workers. Ask for «v'?®™ 
of WDZ's “pulling power": W°'e— 

HOWARD H. WILSON CO., N: 
Chicago, San Francisco, Hollywo 
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REMINDER—Now appearing in re-* 


tailers’ windows is this War Advertis- 

ing Council poster, which reminds 

Christmas givers that servicemen's 

packages must be mailed between 
Sept. 15 and Oct. 15. 


Joint Campaign 
fo Spur Use of 
Coffon Insulation 


Memphis, Tenn., Sept. 19.—Cot- 
ton insulation, comparative new- 
comer in the field of insulating 
materials for residences and com- 
mercial buildings, will be backed 
with a new campaign to be spon- 
sored jointly by the Cotton Insu- 
lation Association, composed of 
manufacturers, and the National 
Cotton Council, central agency of 
the six primary branches of the 
raw cotton industry. The cam- 
paign was announced recently by 
T. D. Cole, president of the as- 
sociation and head of Lockport 
Cotton Batting Company, Lock- 
port, N. Y. 

The new program, submitted to 
the manufacturers at a_ recent 
meeting in Cleveland by Ed Lips- 
comb, sales promotion director of 
the council, provides for an eight- 
month series of full-page inser- 
tions in trade media reaching 
architects, contractors, and build- 
ing supply dealers, a six-month 
series in consumer magazines of 
the home improvement group, and 
production of a handbook for 
home owners which will be offered 
in return for coupons inserted in 
the ads. Trade paper publication 
advertising is to begin not later 
than Nov. 1. A committee com- 
posed of President Cole, Mr. Lips- 


WINSTON-SALEM'S 
POSTAL RECEIPTS. . 
JUMP 15.4% 


... for the first eight months 
of 1944 . . . continuing a 
steadily increasing pace for 
this, a mighty good index of 
business activity. 
... Winston-Salem's business 
.. all of it... is growing 
steadily. Winston-Salem's 
people are "ACTIVE" and 
well able to buy the things 
you have to sell . . . now or 
Postwar. In fact, Winston- 
Salem is a 


JOURNAL and SENTINEL 


inston-Salem, North Carolina 
National Representatives— 


KELLY-SMITH COMPANY 


dvertising Age, September 25, 1944 


comb, and Frank E. Parsons, Rey- 
nolds Metals Company, will con- 
duct the campaign in behalf of the 
two sponsors, 


First Industry Effort 


The campaign will be the first 
industry effort in behalf of a prod- 
uct which in four years has in- 
creased from annual production 
of 55,000 pounds to an estimated 
production this year of 60,000,000 
pounds. Cotton insulation origi- 
nally was developed by the Sur- 
plus Marketing Administration, 
Department of Agriculture, and 


today is made under specifications 
and supervision of the Office of 
Distribution, War Food Adminis- 
tration. 

Advertising copy will give spe- 
cial emphasis to WFA statements 
that cotton insulation is equal or 
superior to any commercial insu- 
lation now on the market; that it 
is free from the tendency of some 
insulation materials to settle or 
pack while in use, and that it is 
a safe material. 

Decision to proceed with the 
joint program was influenced in 
part by the recent success of Rey- 


nolds Metals Company in increas- 
ing its distribution through a 
campaign of color half pages in 
consumer magazines. The new 
program, like the Reynolds copy, 
will be aimed both at new con- 
struction and at the purchase of 
cotton insulation in package form 
for installation in existing homes. 
Herbert Rogers Company, 
Dallas, handles the account. 


Graybar Appoints Daly 


J. D. Daly, commercial manager 


35 


warehouse, has been appointed 
supply sales manager of Graybar 
Electric Company, New York. Mr. 
Daly was previously with the 
Miller Company, Meriden, Conn., 
in a sales and service capacity. 


IMPRINTING 
FOLDING 


John a McElwain & Co. 


A DIRECT MAI SERVICE 
Phones Webster 2336-7 
CHICAGO 


at the Hartford branch office and > ee oe 


PUBLISHING LEADERSHIP 


THAT WILL CREATE 


A BETTER POSTWAR 


MARKET FOR BUILDING PRODUCTS ADVERTISERS 


It isn’t often that a business publication goes before the 
public in paid advertising space for the purpose of 
giving the consumer a factual picture of the product 


that its readers will offer for sale after the war. 


And it is even less frequent that a business publication 
buys space of any kind and runs copy that has nothing 


to do with selling the publication. 


PRACTICAL BUILDER’s readers (and its advertisers ) 
are the people who will be called on to deliver the post- 


war home millions of Americans will be waiting for. 


And lest the publie is given a correct understanding of 
the very practical and real “miracles” that await in the 
immediate postwar home, building—one of the key in- 
dustries slated to spearhead postwar recovery—might 
well bog down for a lack of public acceptance of what 


the building industry has to offer. 


&e, 


tical builders were 
in the 


tees 
ing these luxuries os mecese 
building nee oh the “Ws. And the cont wet 


I building experts ore 
Now these same proctics, io them, your post 
y 


- at lo an 
ag Home” will embod: 
he 


~ about thie 
wycetonale. Ut hat 
hem informed for 


beep ¢ 


PRACTICAL BUILDER 


9 East Ven Buren 


Consequently, commencing the week of September 25th, 
PRACTICAL BUILDER will sponsor an advertising 
campaign, comprising advertisements of 965 lines, more 
or less, depending on availability of space, to run in 
newspapers in 36 metropolitan areas—reaching 30,000,- 
000 people. These advertisements delineate in sharp 
detail just what the postwar home will be like and what 


it will cost. 


A similar campaign 


PRACTICAL 
BUILDER a year ago acted as a stimulus to others to 


sponsored by 


follow our example. 


It is this type of publishing and editorial leadership 
that makes PRACTICAL BUILDER first in the con- 
tractor-builder field—that has built for it the largest 
paid contractor-builder circulation of any building 


industry publication. 


If you have a product that will be sold to the building 
industry, PRACTICAL BUILDER’s editorial leadership 
will make its audience of 65,000 building professionals 


respond to your product story in its advertising pages. 


Ask for vour copy oO Vleet Your Contractor-Builder 
Customer ——a factu illustrated analvsi of America 
contractor-builders— the men who ar to do the 
building that all the talking is about 
For a comprehensive picture ol the building market 
see our 8-page market and publication analysis im the 


191415 Business Kifitjon of THE MARKET 
DATA BOOK 


Publications 


PRACTICAL BUILDER 


The Album of the Building Industry 
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i 
This is the first of a second series 
of advertisements appearing week 
of September 25th, informing the 
public about postwar building. 
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ae EIsENSTAEDT, Dean of the Candid Camera, 
represents one of the most liked aspects of LIFE— 
the ability to hold a mirror to America, to make the 
normal, everyday flow of life on the American scene 


real, interesting, even exciting. 


Eisenstaedt’s fifteen years’ experience in photo- 
graphing people and scenes as they are, both here and 
xbroad, makes him one of LIFE’s leading makers of 
the Photographic Essay, a new journalistic form in- 
vented by LIFE. 


Giving readers the very look and feel and flavor of 
the big and the little places and people of America is 
an important reason for LIFE’s great popularity — 
one of the reasons why NO OTHER MAGAZINE 
EVER HAD SO MANY READERS EVERY WEEK. 


For LIFE’s photographie essay on the Middle West, Eisen- 
staedt skillfully recaptures a familiar American front porch 
scene, with the aid of this typical Emporia, Kansas, family. 
He thinks children make the best models of all. Hardest, 
he has found, are dictators, millionaires, and Bernard Shaw. 


In the dramatic pictures Eisenstaedt took in the small coal 
town of Nanty Glo, the causes of the miners’ discontent are 
reflected. Here black-faced miners line up for their pay. 
Eisenstaedt takes fabulous amounts of equipment with him 
on his trips, uses most of it, but he never uses flash bulbs. 


a Ce a £ E 
ee. 4 ea et 


Whenever Eisenstaedt covers a story at a school or a« !le#! 


he is besieged with questions about photography. 
contrast to the coal mining picture at the left, 

equally typical Eisenstaedt shot taken during intermis 
the swank Woodberry Forest School’s formal dinner 
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FE’... . OTHER FEATURE 


Bergen Ot cg. ace toe: 


Dear Joe : 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basie situation or point 


of view that will be important for “fae” to bear in mind when he returns to 


civilian life in the advertising business. 


Dear Joe: 

Around Madison Ave. and Michigan 
Blvd. we hear some talk to the effect 
that the boys who left the advertising 
business to go into the services are worry- 
ing about being forced 
into back-seats when 
they return to their old 
shops. 

Don’t let anybody get 
you all flustered up on 
that one, Joe. You had 
to earn your place be- 
fore—and you’ll prob- 
ably have to do it 
again. You wouldn't 
want it otherwise. But 
if I know anything 
about what the Army 
and Navy do for a man, 
I'll stake my money on your leading in 
the home stretch. 

Here’s the point that some of our best 
thinkers seem to miss! When they feel 
sorry for the BUSINESS sacrifices made 
by the men in uniform, they’re exploring 
only one side of the balance sheet. 

Take the word of the men who saw 
service in the last war. Most of them will 
say that you fellows are getting something 
that’s even more important than the sal- 
ary increases that are coming the way of 
the men here at home. — 

You guys are learning about discipline 
—just about all there is to learn about it. 


S. L. Muelendyke 


= And some day, you’re going to be mighty 


glad you did. You’re learning to obey— 
pronto. As they tell you in the Army, 


you’ve got to learn that before you know 
how to command. 

You’re also learning how “to take it” 
without flinching. Any big job—in the 
Army or out—calls for “guts”. Before you 
get through with this war, you'll be en- 
joying a huge bump of confidence in your- 
self—in your hard-won ability to stand 
up under hard knocks without calling 
“quits’’. 

Another thing! No matter whether 
you’re only a pfc. or a two-star general 
you’re getting first-hand knowledge of the 
importance of good organization. You’re 
finding out that there’s more to a com- 
mand than the mere words, and more to 
an order than the signature. 

Finally, if you’re as smart as I think 
you are, you’re getting an advanced course 
in, what to an advertising man, is the 
most important subject of all—human na- 
ture! You’re seeing how men react under 
fire, 
You’re also seeing how these men behave 
when the bars are down in bars and 
bistros. 

That’s a quick summary of the other 
side of the balance sheet, Joe. When 
you’re back behind a desk once more, and 
you’ve climbed over the heads of the 
“stay-at-homes” to that bright height the 
world calls “success”, then you'll look 
back and say: “I wouldn’t have missed 
that war experience for all the easy money 
in the world”. 

Ss. L. MUELENDYKE, 
Marschalk & Pratt, 
New York. 


the Pay- Of NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY THE MAIL ORDER MAN 


A 10% return on a letter to sophisti- 
cated advertising men and women involv- 
ing a promise to pay $5 is the striking 
record of the Direct Mail Club of Chi- 
cago on a recent membership drive. 

The mailing, prepared by Robert Stone 


mee 


Dire! hat Advertisiny Chub of Chicnge 


ee gpm om mene i= 


rican Bandage Corporation, sec- 
and membership chairman, was 

1,420 members of the various 
ing groups of Chicago, some few 
of that city. Exactly 142 replies 
eceived and 85 of these joined the 
nd paid their dues. Replies and 
came from various parts of the 
(one even from Texas) although 
iders knew they could not attend 
eetings. 


The letter is a fine example of effective 
mail selling. The letterhead is attractive 
in two colors (brown and orange) and 
the copy was also run in two colors— 
blue and sepia. Its reproduction in this 
one-color publication could not do justice 
to its appearance. In addition, the reply 
card was of pink stock and printed in a 
deep red. The two-page letter was 
excellently printed and signed with a 
facsimile signature. 

The letter offered a free gift of a “Flow 
Chart of the Functions and Facts of 
Direct Advertising” (25” x 38”) published 
by the Direct Mail Advertising Associa- 
tion. The uses and values of this chart 
were emphasized well and then the addi- 
tional hook of a limited supply was 
added. A stamp for reply was affixed 
loosely on the _ letterhead—and this 
afforded a spot of another color. 

While it was made clear that a request 
for the chart was also an application for 
membership in the club (and the values 
of such membership were outlined), 
prospects were also told that they could 
refuse membership if they wished and 
still keep the chart. 

Now the club has the job of keeping 
sold these members acquired in this 
attractive and somewhat indirect way. 
But President D. J. Collins is confident 
the club can and will do it. 

The success of this letter illustrates the 
fact that an obvious form letter without 
any touch of personalization will be read 
and acted upon even by business execu- 


in the face of soul-searing odds.. 


tives if it tells its story well, offers a 
proposition of interest to readers, and is 
attractive. 

It exemplifies also the value of a good 
premium which ties in with the interests 


of the reader and the purpose of the 
letter. And it shows the effectiveness of 
clever use of color—there were four 
colors in the letter and two in the reply 
card. 


lhe Creative ans Corner 


The four advertisements reproduced 
here seem to this Corner a very fine illus- 
tration of an important point about adver- 
tising layout. 

In their design these four advertise- 
ments are almost identical. 

This is not accidental. 


not only in layout but also in the working 
out of this layout, actually have a great 
deal of individuality. No one is going to 
confuse the Boeing page with that of 
either Goodrich or National Dairy any 
more than they are likely to confuse 
Goodrich and Beautyrest. 


Feo sfory behind the Seeing Sopertertress 


OR oF O8 nme HU Be ae Oe MCRD 


The Goodrich and Boeing advertise- 
ments are taken from campaigns that now 
have been running for many months in a 
wide list of magazines, and the advertise- 
ments for Beautyrest and National Dairy 
also are typical of continuing campaigns. 

The point we want to make is this: 
these four campaigns, which are identical 


SS BERDTYREST- ween sarcee tmmne 


Ce fe en 


3 ae 


It is the subject of the advertisements 
that makes each one different. 

And in allowing the differences in these 
advertisements to develop naturally out 
of the subject matter in each case, their 
designers have given each one a quality 
and a character that rarely is achieved in 
any other way. 
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38 
Box Association Appoints 


The advertising committee of 
National Paper Box Mfg. Associa- 
tion, Philadelphia, has appointed 
Howard - Wesson Company, Wor- 
cester, Mass., to handle the Master 
Craftsmen account appearing in 
Business Week, Fortune, and other 
national media. 


POST-WAR CONSTRUCTION of 


and HOTELS. ) 

100 MILLION Annvally— 
Sell Architectural Men 

who control 97%--- 


|, as FOR GREATER COVERAGE, USE | 


encil Points 


‘The Magezine of Architecture 


Promoted Brands 
Pay, Dutty-Mott 
Ads Tell Trade 


New York, Sept. 19.— Stepping 
up its consumer advertising, 
Duffy-Mott Company, producer of 
various Mott’s products and Sun- 
sweet prune juice, is presenting a 
strong case for the promotion of 
nationally advertised products in 
a special campaign to the trade. 

Through grocery trade newspa- 
per and magazine copy, the com- 
pany details the results of tests in 
which nationally advertised goods 
competed with unknown rivals. 
Sunsweet prune juice, for exam- 
ple, demonstrated its ability to 
compete on the same counter with 
a comparatively unknown brand 
selling at a lower price, showing 
a yearly profit better by 808% 
than ,its rival. 

The reason for such a figure, the 
new series of ads points out, is 
the far higher rate of turnover on 


stocks of 
items. 

The company’s expanded con- 
sumer campaign includes regular 
insertions in Good Housekeeping 
and Life, as well as in an exten- 
sive list of newspapers. Contract 
already has been signed for a sec- 
ond year of Duffy-Mott’s Mutual 
network radio program, “What’s 
Your Idea,” broadcast Monday, 
Wednesday and Friday. 

Al Paul Lefton Company, Phila- 
delphia, is the agency. 


nationally advertised 


Y&R Promotes Franco 


Carlos A. Franco, former man- 
ager of station relations and time 
buying in the radio department of 
Young & Rubicam, New York, has 
been appointed associate director 
of radio. 


‘Liberty’ Elects Tunison 
Lester Tunison, with the adver- 

tising staff of Liberty for many 

noi has been elected vice-presi- 
ent. 
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Chatham Mfg. 
Raytheon Start 


Network Shows 


New York, Sept. 20.— Chatham 
Mfg. Company, Elkin, N. C.,, 
blanket manufacturer, and Ray- 
theon Mfg. Company, Newton, 
Mass., maker of radio tubes and 
equipment, both new to network 
radio, will sponsor programs on 
the Blue Network this fall. 

Chatham’s program, titled “The 
Chatham Shopper,” will be heard 
on the full Blue, Saturdays, 11- 
11:15 a. m., EWT, beginning Sept. 
30. It will feature Lois Long, 
magazine fashion writer, giving 
shopping hints and fashion news. 
The network program will supple- 
ment Chatham’s current magazine 
advertising. Agency is M. H. 
Hackett Company, New York. 

Raytheon will sponsor “Meet 
Your Navy,” currently sponsored 
Fridays, 8:30-9 p. m., EWT, by 
Hall Brothers, Inc., Kar.sas City, 


Buyer ¥ 


PRINTING PRODUCTS CORPORATION 


Equipment 
Printing Counsel is 


SPECIALISTS IN THE PRINTING OF 


CATALOGS e PUBLICATIONS 


and printing requiring the same kind of equipment and organization to produce, 

such as Booklets, Price Lists, Flyers. House Organs, Convention Dailies, Proceed- 

ings of Conventions, Directories, College and Institutional Year Books, Paper 
Covered Books, Larger Quantities of Circulars, ete. 


HERE is a large volume of the kind of printing Printing Prod- 
ucts Corporation is best equipped and organized to produce, so 
if in doubt, it is best to write or phone what is wanted and informa- 


and Organization is unusual - 


Should Know What 


Can Do For Them 


tion will be promptly given. 


Here is complete equipment and organization to handle all or any 
part of printing orders in which we specialize — from ILLUSTRA- 


TIONS and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


tracked. 


Business methods and financial standing are the best. which state- 
ment is supported by customers, supply houses, credit agencies. First 
National Bank of Chicago and other banks. 
rates Printing Products Corporation and associates over $1,000,000 highest 


standing. 


because of up-to-date equipment and best workmen. 
because of automatic machinery and day and night operation. 
because of superior facilities and efficient management. 
A printing connection with a large, reliable printing establishment will 


save much anxiety regarding attentive service, quality and delivery. 


WE ARE STRONG ON OUR SPECIALTIES 


PROPER QUALITY 
QUICK DELIVERY 


RIGHT PRICE 


NATIONAL AND LOCAL 


Operation is Day and Night. 
given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations, 


Dun & Bradstreet, Inc., 


setting. 


desired. 


completed. 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall Com- 
pany plant) 


New Display Type 


for all printing orders. 
Clean Linotype, 
Monotype and Ludlow type- 


All Standard Faces 


of type and special faces, if 


Good Presswork — 


one or more colors. 


Facilities for Binding 


as fast as the presses print. 


Mailing and Delivery 


service as fast as copies are 


A SAVING is often obtained 
in shipping or mailing when 
printing is done in Chicago, 
the great central market and 
distributing point. 


LUTHER C. ROGERS 
Chairman and 
Management Advisor 
jj ©. Bors 
First Vice-President 
Assistant Chairman 
and Managing Director 
A. R. SCHULZ 
President and 
Director of Sales 


FORMER ROGERS & HALI 


COMPANY) 


PRINTER SPECIALISTS 


irtists ° 


Engravers *¢ 


Electrotypers 


Telephone Wabash 3380—Loeal and Long Distance 


POLK AND LA SALLE STREETS, 


CHICAGO 5, ILLINOIS 


H. J. WHITCOMB 
Vice-President and 
Assistant Director of 
Sales 
L. C. HOPPE 
Secretary 


W. E. FREELAND 
lreasurer 


Mo. When the new sponsv: 


takes 
over Oct. 14, the program ie 
shifted to Saturday, 7:30-% » 


EWT on the Blue, with a Wed 
Coast rebroadcast 12-12: 3, 
EWT. Burton Browne Adyey;.’ 
ing, Chicago, is the agency, 


Welles for Waltham 


Another sponsor using n 
radio for the first time is Ww; 
Watch Company, Waltham. 
which on Oct. 11 begins sg; 
ship of weekly commentaries oy . 
coast-to-coast Mutual network py 
former Under Secretary of State 
Sumner Welles. This is Waltham 
first major advertising effort jy 
recent years. H. B. Humphrey 
Company, Boston and New Yor; 
is the agency. 


Grove Expands on Blue 


Grove Laboratories, St. Louis 
on Sept. 24 begins adding 23 sta. 
tions to its Blue Network program. 
“Leland Stowe, commentator,” fo; 
a total of 171 outlets, Sundays 
1:55-2 p. m., EWT. At the same 
time the company changed the 
product promoted on the program 
from Defender vitamins to Beay- 
mont 4-Way cold tablets. Agency 
is Donahue & Coe, New York. — 


Kellogg Signs Berch 


Kellogg Company, Battle Creek 
Mich., which recently purchased 
11:45-12 a. m., EWT, Mondays 
through Fridays on the full Blue 
Network for All-Bran, will spon- 
sor “Jack Berch and His Boys” jn 
that period, beginning Oct. 2, 
Kenyon & Eckhardt, New York, is 
the agency. 


Trimount Resumes Thompson 


Dorothy Thompson, columnist. 
author and commentator returns 
to the Blue Sept. 24 for her fall 
series of commentaries under 
sponsorship of Trimount Clothing 
Company, New York. Series is 
heard this year on 73 stations, 
Sunday, 8:15-8:30 p. m., EWT. 
Agency is Emil Mogul Company, 
New York. 


Socony Elects Burt 


Wilbur F. Burt, chairman of the 
manufacturing committee of So- 
cony-Vacuum Oil Company, New 
York, since 1935, has been elected 
a vice-president and member of 
the executive committee. 


Leggett Starts on WEVD 
“Meet Miriam Kressyn,” Francis 
H. Leggett & Co.’s new show for 
Premier food products, will open 
over WEVD, New York, Oct. 2. 
The program, featuring the Jew- 
ish stage and radio star, will be 
heard every Monday, Wednesday 
and Friday at 2:30 p. m., EWT. 
Joseph Jacobs Organization, New 
York, is producing the show. 


/. More key officials in Was! 
ington read TIME regularly t 
read any other magazine, how 
big its circulation. 


2- The members of Cons 
vote TIME the most impo 
U.S. magazine that car! 
advertising. 


For further details write to 


TIME 


9 Rockefeller Plaza, New York 20,N. ' 
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Ad 
Worcester Bureau 


to Promote City's 
Market Advantage 


Worcester, Mass., Sept. 20.—To 
cplain the distributive facilities 
‘; Worcester and build the pres- 
* Worcester-made products, 


tige ; er 

vn extensive advertising and pro- 
motion program is being planned 
by the Worcester Industrial Bu- 
reau 


\nnouncement of the program 
was made by Wallace Montague, 
Worcester chairman of the Com- 
mittee for Economic Development, 
whose members in this area are 
now setting up the new industrial 
bureau. It is designed to tell the 
country that Worcester’s central 
seographic position in New Eng- 
land makes it an ideal branch 
house and distribution center. 

The industrial bureau, which 
will operate as part of the Wor- 
ester Chamber of Commerce, will 
include on its staff a specialist in 


don’t 
sell 
the 
Pacific 
Coast 
short 
from 
now 


San 
rancisco 
xaminer 


more than 
0 years the 
ading newspaper 


| its field 


ee 
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production problems; an expert on 
product engineering and market- 
ing; a competent foreign trade 
expert who will travel part time 
in foreign countries representing 
Worcester industries and seeking 
out new markets; and a domestic 
sales representative to locate new 
markets for Worcester products 
within the United States. 

Up to now, Mr. Montague said, 
no effective or continuous promo- 
tion work for the area has been 
undertaken by the Chamber of 
Commerce or any other agency. 
Worcester, he noted, has 500 man- 


aS 


ufacturing concerns, of which 300 
employ 50 persons or less. 


To Head Tele Research 


Dr. Donald Horton, research 
psychologist, has joined Columbia 
Broadcasting System as head of 
television audience research. Since 
1940 Dr. Horton has been a re- 
search associate at Yale Univers- 
ity’s Institute of Human Relations, 
and for the past year has been 
special consultant to the Morale 
Services division, War Depart- 
ment, on the use of various media 
for education and training. 


Joins Maitland Agency 

Luke Lapsley, formerly vice- 
president of Nance & Lapsley, St. 
Louis business engineering com- 
pany, has joined Ralph Maitland 
Advertising Agency, Cleveland, as 
account executive. 


| Mathes Promotes Okie 


account 


W. Theodore Okie, 


executive of J. M. Mathes, Inc., 
New York, and with that agency 


since its formation in 1933, 
been named a_ vice-president 
the company. 


has 
of 


Are You Interested in the Tremendous Purchases of Catholic Churches, Schools and Institutions? 


CHURCH PROPERTY ADMINISTRATION 


Covers the Field----From Coast to Coast. 


Published Bi-Monthly at Milwaukee, Wis. 


va A short time ago the use of gliders to speed troops 
me «to the front was a tradition-shattering innovation. Now gliders 
are transporting jeeps and even tanks. Reports of the Normandy 
invasion credit the first glider-carried tank with knocking out 
an important German gun post within two minutes after landing. 
Manned by their crews and with guns loaded in flight, glider- 
borne tanks actually “come out fighting.” - 


This is a war of equipment as well as of men. The genius for obtaining 
unlimited production, which long characterized American Industry during 
peacetime, has turned the tide of battle on land and sea and in the air 


throughout the world today. 


CONSOLIDATED Cade PAPERS 
AT UNCOATED PAPER PRICES: 


Paper has a long list of important war roles...a fact indicated by 
. the daily admonitions to save it. So, Consolidated’s peacetime 
vg achievement, which lowered the cost of coated paper by simpli- 
fying its production, materially aids the war. 


Being produced with unusual speed . .. the high quality of Consolidated 
Coated is achieved with a minimum use of man-power and machine-hours. 


The opacity and bulk of Consolidated Papers are relatively high, so lighter 
weights can be used without noticeably detracting from the appearance or 
effectiveness of printed pieces. This helps conserve paper. 


Consolidated Coated is used in printing an important number of the 
great national magazines and trade and technical journals which vividly 
portray the progress of the war and inspire America to an all-out effort 
on the home-front. Yet... due to Consolidated’s pioneering achievement in 
coated paper manufacture... paper for this vital work 


is provided with important savings of money, of time 


and of labor. 


DNSOLIDA 


& PAPER COMPANY 


Main Offices: Wisconsin Rapids, Wis. 
Sales Offices: 135 So. La Salle St., 
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Takes Issue with 


Editorial Slant 


To the Editor: I have read with 
keen disappointment the editorial 
“Can Advertisers Fight VD?” 
which appeared in your Sept. 4 
issue. 
cover that a magazine I have re- 
garded so highly should so com- 
pletely miss the moral issues in- 
volved. 

You say: 


must admit that the restraints of 
religious training have not done 
much to solve this problem, are 
inclined to attack what after all 
is a practical method of eradicat- 
ing a blight on civilization.” 

Your statement is a libel on the 
millions upon millions of Christian 
God-fearing citizens of this coun- 
try who are living decent, honest 
lives untainted by the scourge of 
VD. What about these tens of 


| millions? 


It is a shock, indeed, to dis- | 


“Tt seems to us un-| 
fortunate that church leaders, who | 


This department is a reader’s forum. Letters are welcome. 


Their religious training | 
and their natural desire to stay | 
healthy are restraints enough to) 
keep them from harm. Statistics | 
prove conclusively that VD victims | 
lack religious training, will-power | 
and self-control. The writer has} 
seen enough of VD, its causes and | 
effects, as a social worker, to be | 
skeptical that you can naively ex- | 
pect to educate people about the 
horrors of VD if they have no re- 
ligious training or have not de- 
veloped their powers of self-con- 
trol. 

Your editorial opinion on VD, 
like the opinion of the United 
States Public Health Service, is 
founded on the wrong premise. 
Neither of you admit the value 
of moral restraint and will-power. 


|so-called educational program of 
'the government will stamp out a 


What guarantee have you that the 


disease which depends for its can- 


| cerous spread on the weak willed? | 


Isn’t it odd that in military or- 
ganizations where the moral wel- 
fare of our young men is sec- 
ondary or lacking altogether, 
VD has made its most rapid 
strides. No disease in the history 
of man is so directly a result of 
his abnormal conduct. Likewise, 
down through the centuries the 
stigma of VD pretty well summar- 
izes society’s attitude toward those 
who are suffering the results of 
their own misconduct. 

You say: ‘‘When religion finds it 
impossible to control human na- 
ture, science must come to the 
rescue.”” Please, don’t you realize 
that man was endowed with a free 
will—to reject or accept truth 
wherever he might find it? Religion 
can hope to do no more than pre- 
sent the truth to man; if he re- 
jects it, he is the loser. But this 
moral training must be begun in 
zarly youth when minds and 
1earts are growing and develop- 


“I see here where Joe married that Williams gal” 


‘News- Sentinel.’’ News 


“Damn the torpedoes... 


Yes, boys in the service from northern 
Indiana for so many years have had 
the habit of reading The News-Senti- 
nel that every item rates priority in 
attention value. The News-Sentinel 
was an old and well-established 
newspaper long before the Battle of 


let's see The 
from home! 
of the Battle 


consideration 


nation’s more 


The News-Sentinel is delivered by carrier every week day to 97.8% 
of all homes in Fort Wayne—Indiana’s second largest retail market. 


Che News -Sentine 
* Wayne's “Good Evening” N ane 


_ FORT WAYNE, INDIANA 


Gettysburg. It was more than a half- 
century old when it reported the news 


lished in 1833 The News-Sentinel has 
continuously served —is serving—a 
great industrial city that merits the 


vertiser planning coverage of the 


of Manila Bay. Estab- 


of every general ad- 


irfportant markets. 


RK—CHICAGO— DETROIT 


Advertising Age, September : 


|ing. How does Science intend ~to 
| “rescue” America? What and who 
|do you mean by Science? Surely 
/not the advertising field. Science 


'at least attempts to make a cold| 


analytical approach towards a 
problem. Unfortunately you have 
not done advertising a service by 
your biased handling of this ques- 
tion. It appears that I will have 
to look elsewhere for leadership 
and counsel in the future even 
where advertising problems are 
concerned. I no longer can trust 
your judgment and this discovery 
of your editorial shortcomings 
really hurts and disillusions me. 
JAMES P. McCLosKEYy, 
Milwaukee. 
7. ye 


Those Satin Suits 
To the Editor: Inasmuch as 
Skinner satin was used to make 
those jockeyish baseball suits 
which made sissies of our once 
tough Brooklyn Dodgers, wouldn’t 
you think the Skinner people 
would use photos of “Our Bums” 
in those suits instead of the illus- 
tration in the enclosed advertise- 
ment from Dry Goods . Journal 
showing two baseball players in 
conventional ball playing outfits? 
EpITH GIFFORD, 
Brooklyn, N. Y. 


we | 


On Preventing VD 


To the Editor: T/S Allen Janusch 
was probably sincere in his protest 
that “Religion has not been tried” 
in the matter of deterring the 
spread of social diseases. Referring, 
in his letter appearing in your issue 
of Sept. 18, to the War Advertising 
Council’s campaign against VD he 
says, “70% of the adolescents in 
this country are raised as pagans.” 
However, consulting the historic 
background of the disease of 
syphilis for example, one discovers 
it was most prevalent in that 
period when religion had its 
strongest hold on government. In 
fact it was precisely then, when 
syphilitics were considered moral 
outcasts of society rather than sick 
people, that the disease traveled to 
the North American continent 


known to exist. 

It is fortunate that the soldier, 
in choosing between reliance upon 
the vague personal feeling known 
as religious faith—and the enlight- 


him by the scientific and practical 


doing so he has brought venereal 
disease figures in the Army down 
to the lowest ever known in all 
history. The idea of instructing 
in the use of “devices” intelli- 
gently recognizes that certain sex- 
ual relations will be undergone re- 


where it had previously not been | 


ening understanding passed on to | 


findings of fellow humans working | 
in his interest—has dignified him- | 
self by listening to the latter. In| 


gardless of the moral, re! 
medical influences involv 
pose is not to encourage j 
relations but to prevent 
and this it has been succe: ‘yj 
doing. This is man’s way 1. 
ing with his problem, 
ostrich attitude of religio The 
War Advertising Council ha do», 
a swell, practical job of 
the’ Army clean and sociej 
of the spread of this pollut 
Epwarp I. Fessi: 
Advertising Staff, Sw. 
Company of America. 
boken, N. J. 
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A Lily Ungilded 
To the Editor: Now this « my, 
idea of an ad. Short, to-the-)oin; 
beautiful in its simplicity, i: te); 
by photo what the man sells. }j; 
name and address. Presuma\ly » 
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SRI rr | 
Wm. H. LAWYER 


SUTHERLAND, NEBR. 


penny postcard would bring price 
details. Ad ran two days in the 
Omaha World-Herald. 

Think Mr. Lawyer has got 
something there because very 
soon more of those wicked knives 
will be utilized when the Ja 
campaign is stepped up. Or may- 
| be when huntin’ time comes along 

ARTHUR R, OLESON, 
Branch Manager, Western 
Union Telegraph Company, 
| Omaha, Neb. 
ee ae 
Sends a Dollar, 
Gets on ‘Sucker’ List 


To the Editor: I am making 
reference to an item entitled ‘Mail 


x 


than an 


HENRI, HURST & 


ADVER 


N 


ADVERTISING 


the calm assumption of 


superiority is often more effective 


attempt 


to prove it 


McDONALD, Inc. 
TISING 
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Racket” printed in your column 
“Ad-L bbing” on Page 12 of your 
issue of Sept. 11. 

Not only does the very worthy 
ization operating as disabled 
American veterans do as you state, 
but they also engage in a side-line 
business Which makes one ques- 
tion the purity of their intentions. 
Some time back I received through 
the mails a key-tag with my name 
and address; the name was mis- 
spelled, but, being a good guy, I 


mailed them a check for $1 and 
dropped the key-tag in my desk 
drawer. YOu may judge of my 


surprise when I received a very 
short time afterwards, the name 
being misspelled in entirely the 
same manner in which the mailing 
department of Disabled Veterans 
of America had misspelled it, 
sucker mail from a chappie in 
Moscow, Ida., who assured me that 
upon receipt of $25 he would re- 
veal to me the Power of God, and 
guaranteeing at the same time 
that if the power was not fully 
revealed to me, I would get my 
money back. 

The coincidence is too strange 
to be a coincidence, and forces one 
to adopt the conclusion that Dis- 
abled American Veterans not only 
are engaged in the business of 
selling gadgets one has no use for 
but also sell the “sucker lists’ so 
compiled to organizations which 
sell, or attempt to sell, gold bricks. 

I have never cared for the per- 
fume of over-ripe herring. 

H. W. WERNER, 

Treasurer, Bunny Products | 

| 


Company, Port Huron, Mich. 
.. — 
Lt. Berkowitz 


Comments on ‘Dear Joe’ 


To the Editor: I have been 
reading your “Dear Joe” column 
with mixed interest until I read 
Mr. Will Grant’s article for the 
column in the May 15 issue. I 
think he’s come nearer hitting the 
nail on the head than any of the 
others I’ve read. He says: 

“I sincerely believe that when 
you reenter civilian life it will be 
at the beginning of the most op- 
portune decade this world has 
ever known.” 

As a matter of fact, the soldier 
and sailor who returns from active 
duty will be more in tune with the 
times than the civilian who is con- 
cerning himself about the armed 
forces’ so-called readjustment. 
The reason I say this is that all 
if our men are operating instru- 
ments and using tools and work- 
ing with ideas that are going to 
revolutionize peacetime life. The 
Civilian has heard of them but 
knows little of these things that 
have become everyday custom to 
our men out here. The civilian 
ohs and ahs at the word ‘radar’ 
out the men out here are oper- 
ating and working it day in and 
day out, and that’s just one 
tiny example of the advanced 
thinking and living that we're 


| 
| 


fis article with: 
‘The broader vision which you 


4 


a yy Ssh 4 
goles a 


bring back with you . . . will be 
no ordinary factor in changing 
what are now signs of the times 
to come. . .” and I must say that 
I feel his article is the most en- 
couraging on the outlook of our 
coming life than anything I have 
seen of late. 
Lt. MorTIMER BERKOWITZ JR., 
United States Navy. 
[Editor’s Note: Lt. Berkowitz, 
now executive officer on a de- 
stroyer in European waters, was 
commissioned an ensign almost 
three years ago, subsequently was 
advanced to lieutenant (jg) and 


early this year was made a lieu- 
tenant. He is the son of the gen- 
eral manager of The American 
Weekly, and before the war was 
on the staff of George A. McDevitt 
Company. ] 


Cochran Joins ‘Post’ 


Hamilton Cochran, for the past 
four years manager of the crea- 
tive department, Reuben H. Don- 
nelley Corporation, New York, has 
joined the advertising promotion 
staff of The Saturday Evening 
Post, Philadelphia. 


Wadman Names Johnson 


Walter S. Johnson has been ap- 
pointed western manager for Die- 
sel Progress, World Petroleum, 
Petroleo Del Mundo and Sugar, 
Rex Wadman publications, with 
headquarters in Los Angeles. He 
will continue as assistant adver- 
tising manager of Petroleum 
World. 


Issue Plywood Booklet 


Douglas Fir Plywood Associa- 
tion, Tacoma, Wash., has issued a 
20-page booklet with detail illus- 


41 


trations on construction of ply- 
wood display fixtures for stares. 
The booklet is available from the 
association at the Tacoma build- 
ing, Tacoma, Wash. 


Hasten the 
Return of Peace. 
Buy More 
War Bonds Now. 


w ART 


stGm CO. £144, 0810 


> 2 ; 
| COLL? s 


iY ock 


Gro 


along with us! 


225,000 ABC! 


‘ER OF THE YOUTH GRC P 


$1000 in War Bonds 


for a program title! 


FIRST PRIZE *500-—TWENTY *25 BONDS' 


You know the success of ‘The Texas Rangers” 
transcribed library, now contracted for by 
nearly 100 radio stations. You know the 
success of many other KMBC radio acts and 
personalities promoted by Arthur B. Church 
productions, a division of KMBC of Kansas 
City. The title of “The Texas Rangers” was 
well established nationally when the library 
was offered to advertisers and radio stations. 


Now a new trans- 
cribed library is 
ready for advertisers 
and stations—quite 
different in type 
from KMBC’s fa- 
mous western and hillbilly acts—a library of 


sparkling instrumental and vocal novelties 
by the Midland Minstrels and Bonnie King. 
You will agree we think that the title of the 
Midland Minstrels, successful as they have 
been on KMBC, is local or regional in 
character, and that they deserve a much 
better name for their national exploitation. 


You’ve heard Bonnie King on the Columbia 
Broadcasting System and Decca records with 
Bob Crosby’s orchestra. This KMBC singing 
discovery, accompanied by modern organ 


stylist Gene Moore, contrib- 
utes to this transcribed library ) 
voice sex appeal. 


Someone at KMBC suggested 
the title,‘“The Novelteers, with 
Bonnie King.” It sounded 


good, but we found it already 
in use. Certainly an even bet- 
ter title for the new library can be originated. 


The rules of this title maming contest are 
simple. If you are in any way connected 
with advertising or with radio or with musi- 
cal entertainment, you are eligible to enter. 
Send as many titles as you wish. All prize 
winning titles become the property of Arthur 
B. Church productions, but none of such 
prize winning titles need necessarily be used 
by us. Be sure your entry is postmarked be- 
fore midnight, October 31, 1944. Announce- 
ment of the prize winners will be made in 
November. 


The prizes again—$500 War Bond for the 
best suggestion, and twenty $25 War Bonds 


ChbteL* 


for runner-ups. 


SAMPLE RECORDING sent to those interested on request. Price 
information on the library of 300 selections is yours for the asking. 


AN ARTHUR B.CHURCH PRODUCTION er ne Cry 6 MISSOURI 
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Q : advertising fund to promote sale The bill is designed particularly 
Michigan to Tax Fruit of the state’s fruit crop will be | to help market Michigan’s cherry 
for Advertising Fund introduced at the next session of|crop, and is similar to a present 

,A tax on Michigan- -processed the state legislature by Sen. James/law taxing apples for advertising 
fruit for the purpose of raising an|T. Milliken, of Traverse City. purposes. 


American railroads in the past two years have 
more than doubled their use of Diesels. Today, 


Diesel is the workhorse of our transportation sys- 


tem. Its wartime job—hauling men and machines 
—will develop newer and broader peacetime uses. 
Whether in transportation, in industry, on the sea 
or in the air, the switch is to Diesel. 

Dieset Procress is the key to war and post- 
- war sales in this booming industry. Each month 
this vital force carries your advertising message 


straight to the heart of this market, through more 


2 W. 45TH STREET, NEW YORK, 19, N. Y. 


HOW MUCH SWITCHING WILL SWITCH TO DIESEL? 


than 11,000 men. These are important men—the 
KEY men—who directly influence the purchases of 
their concerns. They’re buying the parts, accesso- 
ries and equipment that keep the Diesel industry 
humming. 

Why not tell us what you’re making, or can 
make? We'll gladly send you market data to 
help you plan your sales promotion. Let Diese. 
Procress build your name—Now—and pave the 
way for future business. A note from you will 


bring complete details. 


Edited and Published by 
REX W. WADMAN 
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_ How Business and Industry Are Preparing for a Peacetime “4 


Export Volume Must Be | Latin America to—“pay more at. 


tention to the export depart 
Quadrupled, R. H. Otto Says ted sabest Guten and thee — 
American exporters will have to | sales manager.” " 


sell four times their prewar vol- “Despite an enorm 
ume if the present standards of | of “pein to 6 tenes, ‘te 
living in this country are to be/ fundamentals of buying and ell. 
maintained, Robert H. Otto, vice- ing are no different abroad. he 
president of the Export Advertis- | pointed out. . 
ing Agency and president of the * * & 
Export Advertising Association,! Asserting that the “real task of 
said recently. reconverting and operating indys. 
In normal prewar years the dol-/|trjial plants in the postwar erg 
lar volume of the export market /rests on the shoulders of plant 
was $5,000,000,000._ Mr. Otto em-| management and operating per- 
phasizes that we will need a $20,-| sonnel,” American Machinist re. 
000,000,000 volume, and says, | cently printed a list of important 
That much business won’t come| points for postwar planning jn 
and knock at the door. It will) conjunction with an article by 
have to be sold. A good part of it! George H. A. Parkman of West 
can be expected to be sold in Latin | inghouse Electric & Mfg. Company 
American countries. How it is | on “Practical Considerations fo; 
sold will have a lot to do with | Reconversion Planning.” 
United States prestige in the post-| The questions to be checked jn 
war years.” r c | considering plant plans, are: 
Mr. Otto said American busi- | “Products: 
ness must learn in dealing with!1. Have you considered what your 


* * * * * 


While all radio stations use audience promotion, the one 
radio station in Philadelphia which does the most in the 
promotion of its clients’ programs is WFIL. 

In 1944, among other things, WFIL will use more than 
50,000 trolley and bus cards. . . more than 75,000 maga- 
zine inserts ... more than 20,000 lines of newspaper ad- 
vertising ... more than 4,000 spot announcements .. . 


all calling attention to the programs of our advertisers. 


WFIL was Philadelphia's ONLY broadcaster to rate an award in 
The Billboard Seventh Annual Radio Station Promotion Survey. 


WFIL was cited for ‘‘doing a thorough home market promotion.” 


WEIL 


* 560 KC 


Represented nationally by The Katz Agency 


A BLUE NETWORK 
AFFILIATE 


_ PHILADELPHIA’S MOST PROGRESSIVE RADIO STATION 
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oostwar production will consist 
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»lant for a general production 
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“Ma 
1, Have you analyzed your prod- 


L 


( 


Be: i 
I 
4, ( 
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5. Have you provided for adequate 


6. I 
I 


Has your prewar product been 


Are your present equipment 


.ertising Age, September 25, 1944 


-q market survey been made 
determine the quantities you 
say want to produce? 
vill it be better to design your | 7. 


ther than specific products? 
ign: 


Bs 


edesigned to suit postwar mar- 
+t conditions? 


Have your contemplated new) 2. 


roducts been designed or con- 


lave new materials and new 


“The Plant: 


43 


joined Continental Air Lines as di- 

rector of publicity and public rela- 

Spencer W. Earnshaw, formerly | tions. He replaces Kenneth E. 

assistant merchandise manager of! Allen, now with American Avia- 

dense or increase your plant? Abraham & Straus, Brooklyn, and | tion Associates, Washington, D. C. 
: ‘ with Earnshaw Publications, New 

If new construction will be} york, has been appointed to the 


necessary, are your plant lay-| Chicago sales staff of Good House- | 
outs and facility requirements | ;eeping. 


ready, or will they be ready in 
time to have your plant ready 
when production schedules re- 


and motion economy in mind? | 3. 
Remember that material han- 
dling may be the most expen- 
sive labor cost item in your) 4 
plant. 
Have you reviewed the material | 5. 
storage problem? 


Have the steam, electrical. | : 
compressed air, gas and other | -Ornshaw Appointed 


demands been provided for? 
Will it be necessary to con- 


MULTIGRAPHING—FILLING-IN 
ADDRESSING — MIMEOGRAPHING 


Are your plant buildings in 
good condition? Do you have 


an adequate maintenance pro- Joins Continental 


anes quire? Stan Johnson, veteran of World 

Are your plant service facili- |. Have*yotr plans>:anticipated|War II and formerly with the THE LETTER SHOP, Inc. 
ties adequate and jn good con- new -legislatigg and probable|sales promotion division of Gates | 431 5, Dearborn St., Chi 

dition? © fee labor demands?” (Rubber Company, Denver, has ee 


; 


roduction techniques been 
ynsidered in redesigning? 
nufacturing Techniques: 


icts to ascertain the best meth- 
ids of manufacture? 


ind tooling the best for your 
-ontemplated production? 

\re you taking advantage of 
1ew manufacturing processes? 
‘an you work new materials 
uccessfully on your old equip- 
nent? 


yperator training? 
s your plant layout being 
nade with material handling 


wages in Tacoma” 


erage hourly industrial wage 
for the first five months of 
1944 was $1.271 — highest 
for Washington State metro- 
politan counties. 


Total industrial wages for 
the same period were $55,- 
>» 2,406—second for metro- 


I 


I 
I 
first 


1 


Ti 


‘Just heard all 
about industrial 


l'acoma-Pierce County’s av- 


olitan counties. 


or the past 5 years, Taco- 
Pierce county has been | 

among metropolitan | 
nties in average hourly | 
‘ustrial wages paid— | 
nd in total industrial 
e volume. 


oma is a must on your 
shington State news- 
er list. Ask Lorenzen & 
mpson for the complete 
oma story—now. 


ACOMA, WASHINGTON 


$5,000,000 IN CASH EVERY DAY FOR LIVESTOCK ON THE HOOF 


+ 


Cuicaco, KANSAS CITY, OMAHA AND ST. LOUIS are 
the world’s greatest livestock markets! Here supply 
and demand meet and prices are established for all 
livestock wherever sold. At these basic markets live- 
stock farmers are paid an average of 5 million dol- 
lars a day for their cattle, hogs and sheep. Every 
phase of the tremendous livestock farming  busi- 
ness, from production on ranch and farm through 
marketing to the packer, is covered every day in 
The Corn Belt Farm Dailies. Other daily services 
include agricultural news, world news by United 
Press and many exclusive features of interest and 
value to every member of the livestock farm family. 
The Corn Belt Farm Dailies are effective advertising 
mediums because they are geared to the daily needs 
of livestock farmers—the backbone of America’s 
farm buying power. 


“Le 


THE CORN BELT FAW 


GENERAL OFFICE: UNION STOCK YARDS, CHICAGD 9, ILLINOIS 


CHICAGO DAILY DROVERS JOURNAL @ KANSAS CITY DAILY DROVERS TELEGRAM 


OMAHA DAILY JOURNAL-STOCKMAN @ ST. LOUIS DAILY LIVESTOCK REPORTER 


THE - PUBLICATIONS - OF - THE - LIVESTOCh - INDUSTRY 
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To ‘Construction News’ 

Roy Prather, formerly with Ar- 
kansas Democrat, Little Rock, has 
joined the staff of Construction 
News, Little Rock. 


Cover the Rich Lehigh Valley 


CBS Lauds IRAC 
Postwar Plan 


for Television 


New York, Sept. 19.—The post- 
war broadcast allocations plan 
providing broader spectrum space 
for television and FM, as proposed 
in August by the Interdepart- 
mental Radio Advisory Committee 
of the U. S. government, is lauded 
by CBS as “a happy augury for 
postwar television” in a recently- 
issued booklet entitled “A Ten- 
League Stride Has Been Taken 
Toward Better Postwar Tele- 
vision.” 

As a progress report to leaders 
in the radio industry and adver- 
tising, who “received and applaud- 
ed CBS’ original proposal for new 
and higher postwar television 
standards,” the booklet reviews 
the original “hue and cry” which 
met the CBS proposal. It then 
discloses how the group of experts 
making up the IRAC studied and 
analyzed postwar radio in all its 
aspects, revealing the provisicas 
for postwar television. 

Four points made by the IRAC 


Advertising Age, September 2), 194, 
Florida May Vote 
Record $1,000,050 
Citrus Budget 


REPLACEMENTS—Cascade Frozen Foods’ Jack Frost brand, which is being 
discontinued, is being replaced by Agen brand quick-freeze fruits and vege- 
tables, named for the company's president. 
Agen line are these, for peas and sliced strawberries. 

Portland, Ore., is the agency. 


First two packages in the new 
Joseph R. Gerber Co., 


back up the CBS proposals of last 
spring, the booklet stresses. These 
are: 

1. IRAC proposes channels 16 
megacycles wide, or perhaps as 
wide as 20 megacycles (CBS pro- 


dosed 14 to 16 megacycles). 
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“Dash it. Thistlewaite=-I said to round up 


some spots= 


not some tots! 


99 


@ We don't know much about tots — but our F&P 


Colonels really are pretty good at rounding up 


spots! We're 


in constant contact with all 


the 


stations we represent, by both telephone and tele- 


type —either know or can quickly find out _ — 
EXCLUSIVE REPRESENTATIVES: 
j : . WGRWKBW .... BUFFALO 
exactly what's available. And believe us! -— our wa st te + « CimeaD 
WRAY 2. sce cvescs FARGO 
ES "NALAMAZOO 
telephone bill attests the fact that we save hun- Se a a es a KANSAS CITY 
Wee © © ¢.4. 6.6.6 LOUISVILLE 
WTCN . . MINNEAPOLIS-ST. PAUL 
. = 6 6.06 2 3:5 $e" ubute 
dreds of dollars each month for agencies and ad- wre > 1:2: ‘“SyRACUSE 
1OWA... 
i l he Nation! gaps oDAVENPORT 
vertisers all over the Nation! } RR oy 
«++ SOUTHEAST... 
were ee m sALTMORs 
_— lc tll HARLESTON 
What spots can we round up for you now ? ithe ch ead COLUMBIA 
- . aa RALEIGH 
WEEP ee sceeres ROANOKE 
++. SOUTHWEST... 
. Lae ALBUQUERQUE 
Ge seeaeee CORPUS CHRISTI 
MENS ceceesss HOUSTON 
KOMA .. 2 es OKLAHOMA CITY 
FREE & PETERS, we. | 22° vi 
e ° . + . PACIFIC COAST ... 
OO 6 «6 2 be ss PORTLAND 
Y yy 4 4 KROW . OAKLAND-SAN FRANCISC 
Pioneer Radio Station Representatives Bgyewedicg 
am KFAR ° FAIRBANKS, ALASKA 
Since May, 1932 and WRIGHT-SONOVOKX, Inc. 


Franklin 6373 


Plaza 5-4130 


CHICAGO: 180 N. Michigan NEW YORK: 444 Madisom Ave. SAN FRANCISCO: 111 Sutter HOLLYWOOD: 6331 Hollywood . ATLANTA: 322 Palmer Bidg. 
Granite 3615 


Sutter 4353 


Main 5667 


2. IRAC proposes that these 
new television channels be assign- 
ed between 450 and 1000 mega- 
cycles (CBS proposed a move 
above 200 megacycles). 

3. IRAC proposes 31 television 
channels (CBS advocated 30 or 
more). 

4. IRAC proposes that “present 
television service be retained on 
the lower, narrow channels until 
service is established on the wider, 
higher channels (CBS proposed the 
same procedure). 


Hoffman, Inman Elected 


Philip R. Hoffman, manager of 
KRNT, Des Moines, Iowa Board- 
casting Company station, has been 
appointed vice-president of IBC. 
Don E. Inman, who recently joined 
Station WNAX, Yankton, S. D., as 
station manager, has been elected 
vice-president and treasurer. 


Hague Joins Ruddy 
George Hague, with the Cana- 
dian Army for the past three 
years, and formerly account ex- 
ecutive with MacLaren Advertis- 
ing, Toronto, has joined E. L. 
Ruddy Company, posters, Toronto. 


Lakeland, Fla., Sept. 21. 
ida Citrus Commission, pn 


Flor. 
€ting 


here Oct. 5, is expected to a prove 


the first $1,000,000 annual 


since 
1935. 


The budget, covering the 


udget 


it started to advert se jp 


period 


from Nov. 1, 1944, to Oct. 31, 1945 
would be based on probable ree. 
ord crops of oranges and tanger. 


ines and record or 


near-record 


crops of grapefruit and limes. 
Although the commission’s ap. 
nual advertising budget has beep 
reported several times at “$1,000. 
000,” ADVERTISING AGE was told, jt 
has not yet actually reached that 
figure in commissionable space anq 


time. 


In the 1943-44 year, the com. 
mission’s expenditures will tota] 
about $900,000, about $450,000 of 
which was spent for fresh fryit 
in color in newspaper supplements 
and in newspaper black and white 


space, while about 


$450,000 is 


being spent for canned fruit jn 
color in newspaper supplements 
and in national magazines. 
Budget figures a year ago, based 
on crop estimates, were too low. 
and $125,000 was added as the 


campaign progressed. 
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59 East Van Buren 


ILDER 


Yes, he and over twenty-eight thousan:! 


you have to see them after work. 


others like him represent the industri. ' 
workers in Schenectady earning an avera 


of more than $56.00 a week. Busy by de 


Their desire for a newspaper during the 
leisure hours is reflected by the Unio 


Star’s substantial lead in City Zone cir: 


lation which has been maintained for o% 


nine consecutive years. Delivered to m¢ 


KELLY-SMITH CO. 


National Representatives 


ing national advertisers. 
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than three out of every four homes, it 


this market’s number one choice by le: 
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pitish Ad Volume 
Up 8% for First 
Hal! of 1944 


London, Aug. 30.—With the gov- 
ernment continuing as the biggest 
single spender, advertising in 
pritiss newspapers, magazines and 
trade publications increased 8% 
during the first six months of 1944, 
according to the latest figures on 
expenditures compiled by Statis- 
tical Review. 

The volume for the first half of 
1944 totaled approximately $29,- 
951,996, compared with $27,064,120 
during the first six months of last 
year. Government agencies in- 
vested $2,084,544 during the first 
quarter of the current year, and 
$1,872,560 during the second quar- 
ter. 

The majority of government 
ministries and committees, such as 
the National Savings Committee, 
Ministry of Food, Ministry of Fuel 
and Power, and Board of Trade, 
‘trimmed advertising expenditures 
somewhat during the second quar- 
ter of 1944, although the Ministry 
of Agriculture stepped up its 
spending from $156,000 to almost 
$200,000. The British Railways’ 
“Do Not Travel’ promotion, how- 
ever, dropped off from an esti- 
mated $64,000 to $20,000, reflecting 
the loosening up of strict controls 
over the carriers which preceded 
launching of the second front. 

Expenditures for medical prod- 
ucts and patent medicines, in- 
cluded in several different groups 
in the Statistical Review tabula- 
tion, when lumped together for 
the second quarter amount to $1,- 
926,560, exceeding even the gov- 
ernment’s advertising total. 

Other second quarter expendi- 
tures for main groups of products, 
and leading advertisers in each 
group, include: 

Beer, $220,000; with the biggest 
appropriation, $72,000, a collective 
beer campaign devoted entirely to 
the war effort. 

Crackers, $260,000; biggest 
spender; Ryvita Crisp-bread, $52,- 
000. 

Boots and shoes, $328,000; Lotus 
and Delta, $32,000. 

Cereal foods, $192,000; Kellogg’s 
All Bran, $52,000. 

Cigarets, $304,000; Players’ Navy 
Cut, $52,000. 

Dentifrices, $296,000; Phillips 
Dental Magnesia, $52,000. 

Health and baby foods, $264,000; 
Horlick’s, $40,000. 

Motor cars, $204,000; Ford, 
$36,000. 
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They Won't Hatch 


Uniess they are covered 


y smart hen knows you can’t 


tch eggs unless you cover 
m. Any smart sales manager 
ows you can't develop sales 
less you cover your market 
th advertising. 
mpa and St. Petersburg are 
retail market and St. 
tersburg represents 40% of its 
me and sales. No Tampa 
Vspaper, however, has as 
ch as 800 daily circulation 
e. To cover St. Petersburg, 
1 must use St. Petersburg 
vspapers. It pays to work 
h sides of Tampa Bay. 


puny 644000; thomechnny $4o0,.|-aums Monk Stef Directs Plywood Sales |Campbell to Washington 
000: Rinso, $52,000. : Leslie I. Mayes, during the past} S. W. Antoville, vice-president} Elmer T. Campbell has been ap- 
year manager of the Kansas City | in charge of midwest operations of | pointed manager of the govern- ; 
branch of Beaumont & Hohman,| United States Plywood Corpora-| ment sales office of B. F. Goodrich 

Paper to Change Name has joined the executive staff of|tion, has been appointed director |Company in Washington, D. C. Mr. 
Effective with the February, Howard H. Monk & Associates,| of sales at New York. He will be| Campbell has been with Goodrich 


: : Rockford, III. succeeded at Chicago by R. W./since 1921 and for the past several 
at eats = oubiictind “anda? a Tompkins, of the company’s dis-| years has been assistant manager 
the new title, Production Engi-|Rice Names Hamburger | ‘"!>ution organization. of the petroleum sales department. 


neering and Management. With Irving W. Rice Company, New 
the name change the magazine, a| York, maker of crystalware, has 
Bramson publication, will cease| appointed Edward Hamburger Ad- GIBBONS KNOWS CANADA 
being the official publication of|vertising Company, New York, to 
American Society of Tool Engi-|handle advertising in trade and 
neers. consumer magazines. 


LVS cce Mawchiug 


‘ ( | 1 ll @ Drug store sales in today’s New South have 


increased 83.8% in the last four years! And per capita sales have increased 


ADVERTISING de J. GIBBON S LTD. mencnanovisine 


94.3%. There’s no doubt about it—markets are marching South and 
drug store sales are moving with them. The homeloving South, with its 
prosperous small towns, its unprecedented industrial growth, and its 
wealth of natural resources that are just beginning to be tapped, is the 
nation’s newest frontier—a frontier that offers unlimited opportunities 
to the advertiser with an eye on the future. And the advertiser who wants 


to share in the Southland’s new wealth chooses Holland’s as the surest 


channel to reach his market! 7: 


ollands — an Tutegral Part of “Todays New South : 


Holland’s Magazine is an integral part of 
ge . today’s New South. For more than 39 years, 
i , Holland’s has grown with the South. It has 


steadily increased its circulation among fam- 


ilies above the average in buying power 
and standards of living. That is because 
Holland's is keyed to the South—editorially 
it alone fits the seasons, climate, social cus- 
toms and economic conditions of the urban 
and the small town South. Not only does 


your ad in Holland’s receive 48% more 


reader interest than it does in leading | 


national magazines,* but it receives plus 
SOUTH WITH 


aet.ane’s value — Holland’s readers keep their old 


copies, referring to them time and again. 


*In proportion to circulation, according to L. M. 
Clark Reader Interest Survey. 


ollands 


The Magazine of the NEW South 


TERSBURG NEWSPAPERS SERVICE 
n .- ae 1 Evenin r 


ANY, INC. 


DNVILLE. FLA - V.J QBENAUER, JR 


52 VANDERBILT AVENUE, NEW YORK 75 EAST WACKER DRIVE, CHICAGO 
205 GLOBE DEMOCRAT BUILDING, ST. LOUIS 
West Coost Representotive: SIMPSON-REILLY, LTD., RUSS BUILDING, SAN FRANCISCO 
GARFIELD BUILDING, LOS ANGELES 


DALLAS 
*TEXAS* 
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County Decrees 
Old Data Files 
Must Go to War 


Chicago, Sept. 20.—Cook County 
officials, at the instigation of W. J. 
Miller of Sterling Products, a 
member of the National Publishers 
Periodical Committee for Paper 
Salvage, have Biven orders which 
will result in clearing out every 


file, closet and cupboard in county 
offices to aid the waste paper 
drive. Sheriff Michael J. Mulcahy 
personally will serve the court 
order on county officers and de- 
partment heads which is expected 
to result in a collection of some 
100 tons of waste paper in 10 days. 

Clearances of obsolete files from 
circuit courts dating from 1871 
will produce 10 tons of paper, it is 
estimated, the greater part of it 
pure rag stock of the type used to 
manufacture blood plasma con- 
tainers and ration K boxes. 

Mr. Miller is a member of the 
periodical men’s team headed by 
J. R. Norris, Chicago manager, The 
American Magazine. 


FARM ADVERTISERS 


PLEDGE SALVAGE SUPPORT 

New York, Sept. 20.—Three 
weeks’ work by farm publication 
representatives, comprising 181 
calls, has resulted in a pledge from 
79 national and local advertisers 
using farm publications to coop- 
erate with the Forest Products 
War Project Advertising Plan, 
according to Irving W. Ingalls, 
chairman of the Farm Press For- 
est Products Committee. Another 
63 advertisers are said to have the 


opie 
Sy 


plan under consideration, while 39 
cannot cooperate because of prior 
commitments. 

“Another two weeks should see 
our entire list of farm press adver- 
tisers called on and the full score 
announced,” said Mr. Ingalls. “It 
is now safe to say that the accu- 
mulative impact of this advertis- 
ing project will be really sizeable 
and effective in getting out timber 
and pulpwood from farm wood- 
lands.” 


Perfect Circle Promotes 


C. E. McTavish, secretary and 
general manager of Perfect Circle 
Company, Leaside, Ont., has been 
appointed vice-president and gen- 
eral manager, and a director. Clif- 
ford E. Phillips, sales manager, 
has been elected assistant treas- 
urer. 


To ‘Western Building’ 

Western Building, Portland, 
Ore., has appointed Dexter W. 
Johnson, formerly advertising 
manager of Stran-Steel Corpora- 
tion, Detroit, and advertising 
supervisor of the United States 
Gypsum Company, Chicago, as 
managing editor. 


Another “Ace in the Hole” 


for Postwar Houston! 


HOUSTON — “child of destiny” and 
strategic gateway to Mexico and to 
Central and South America—is plan- 
ning to meet the challenge and the 
opportunity of the new Air Age... 
born of the war. Death-dealing bomb- 
ers now cruising the Axis skies will 
be supplanted by giant passenger 
liners and cargo planes to link the 
whole world in the postwar era of 
swift economical transportation by 
air. Nowhere on earth is there a spot 
more than sixty hours from Houston 
Municipal Airport! 

Houston’s 1240-acre airport—one of 
the best in the South—has a million- 
dollar program for its further im- 
provement. 

Houston is now served by three 
transcontinental air lines, with direct 


connections to all parts of the United 
States and Latin America. These air 
lines plan additional services —and 
other transcontinental lines plan to 
enter Houston—as soon as CAB au- 
thority is granted. In addition, appli- 
cations are pending for numerous 
feeder line routes to comprehensively 
serve the Houston trade area and the 
entire Gulf Southwest. Houston is 
destined to be one of the major air 
service centers of America. 


Houston’s future as an air transpor- 
tation center is another assurance of 
the continued growth and prosperity 
of the South’s largest market—made 
great by its deepwater port, its oil 
and other natural resources, its agri- 
culture and its manufacturing. 


THE HOUSTON CHRONICLE 


THE BRANHAM COMPANY 


R. W. McCARTHY 
National Advertising Manager 


First in this market in both advertising and circulation for more than 
31 consecutive years, The Houston Chronicle has kept pace with 
Houston’s growth and progress and will continue to do so. 


National Representatives 
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Fairchild Engine & Airplane Corp.’s director of public rela: op. 
Joseph E. Lowes Jr., is new chairman of Yale’s alumni war sey jee 
which seeks to advance the interests of Yale men in the armeq 
forces through its 60 centers in the U. S. and abroad. . . Caroline 
W. Kreuttner has returned to her position as ad mgr. for |. RB 
Kleinert Rubber Co., after a 10-month leave. . . ; 

The marriage of Miss Lisbeth-Anne Niesz to Miles Coverdajp 
son of William Hugh Coverdale, took place at Niagara Falls, Ont 
Sept. 16. Mr. Coverdale Sr. is head of Coverdale & Colpitts, pre: 
of American Export Airlines, and of Canada Steamship Lines... _ 

John McKay, mgr. of NBC’s press dept., invited directors of press 
depts. of other networks and stations to luncheon Sept. 8 at the 
Rainbow Room, Radio City. Honor guests were Jim O’Bryon, 
new MBS press head, and Lester Gottlieb, new head of Young & 
Rubicam’s radio press dept. . . Former exec. v.p. of McGraw-Hij) 
Publishing Co., Mason Britton, now Assistant Surplus War Prop- 
erty Administrator, is newly-appointed chairman of the war plants 
utilization committee. . . 

Reports have been seeping into Cincinnati to the effect that 
Charles Sawyer, prominent 
lawyer, Democratic political 
figure and pres. of Stations 
WING, Dayton, and WIZE, 
Springfield, O., will shortly ac- 
quire a new title—U. S. Am- 
bassador to Belgium... 

Leo Bozell of the Bozell & Ja- 
cobs agency, Omaha, has been 
appointed a member of the dis- 
tribution committee of the U. S. 
Chamber of Commerce. .. A 
pair of silver anniversaries 
came in for celebration re- 
cently, when L. R. Wright, ed. 
of Canadian Woodworker and 
Canadian Lumberman, com- 
pleted 25 years with the Hugh 
C. MacLean Publications, To- 
ronto, and simultaneously cele- 
brated his 25th wedding anni- 
versary. .. 

Beating Mr. Wright by a 
quarter-century, another Cana- 
dian, G. W. Winslow, was ten- 
dered a dinner in Ottawa Sept. 12 to mark his 50th anniversary in 
the Canadian paper industry and his appointment as dir. of sales of 
the E. B. Eddy Co. . . Irvin G. Abeloff, program service mgr. of 
WRVA, Richmond, has added another medal to his collection— 
the Service Citation of Merit, from the Commonwealth of Virginia. 
It was bestowed “in grateful appreciation of his volunteer services 
in Civilian Defense.” . . 

Maj. Bennett Bates, now on inactive duty after two years’ service 
in the Marine Corps, is back again with Erwin, Wasey & Co., New 
York, as vice-pres. . . Top officers of the Radio Technical Planning 
Board were all recently reelected, including Dr. W. R. G. Baker 
of G-E as chairman... 

Directors of N. J. Press Association will establish a memorial at 
Rutgers University’s School of Journalism, in honor of the late 
Edward H. Roemle, who died July 15 after serving as gen. mgr. of 
Passaic Herald-News for 19 years, and as pres. of the press assoc. 
for two. .. Kalman B. Druck, director of research development with 
Carl Byoir & Associates, will give several courses in business pub- 
licity and public relations for people in the public relations field, at 
the College of the City of New York... 

Shulton’s publicity director, Miriam Gibson, became Mrs. George 
S. French Sept. 9 in St. Petersburg, Fla. The bridegroom is a 
warrant officer in the U. S. Maritime Service. . . Maj. Henri Dourif, 
v.p. of Standard Ultramarine Co., and Mrs. Dourif have announced 
the engagement of their daughter, Lucie Eveleen, to Lieut. John 
Seay Sandifer Jr., USNR, Fort Worth, Tex. . . 


CITED—Lt. Comdr. Frank Chaffee, 
left, formerly with Good House- 
keeping in Chicago, and now sta- 
tioned at Great Lakes, Ill., took 
time out for this picture when he 
was on convoy duty in the Atlantic 
last March. With him is an 18- 
year-old ensign. Lt. Comdr. Chaf- 
fee received his present rank and 
was cited by the Secretary of the 
Navy for saving a_ sailor from 
drowning while on this tour of duty. 


AT QUAKER RIDGE—Among the 13 foursomes who teed off at The Americ2" 

Weekly's golf party at the Quaker Ridge Golf Club, Mamaronek, N. Y., we'® 

Thomas Mortell of The American Weekly; Marc Seixas, John H. Owen, 

Richard Gulick, Chas. Dallas Reach Co.; and D. L. Apgar of The Americ?" 

Weekly. More than a hundred guests from media departments of New Yo't 
agencies attended the party. 
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Smaller Tobacco 
Firms Organize 
for Price Relief 


New York, Sept. 20.—Several 
smaller tobacco manufacturers 
have formed a section of Grocery 
Manufacturers of America_ to 
obtain price relief under OPA, 
with Thomas F, Flanagan, presi- 
dent of Penn Tobacco Company, 
Wilkes-Barre, Pa., and a director 
of Bloch Brothers Tobacco Com- 
pany, Wheeling, W. Va., serving as 
chairman of the group. 

Other participants are Brown & 
Williamson Tobacco Corporation, 
Crimson Coach, Inc., Larus & Bro. 
Company, John P. Lieberman & 
Co., John Middleton, Inc., Scotten- 
Dillon Company, and Stephano 
Brothers, Inc. John Murphy, GMA 
public relations director, is serv- 
ing as general manager of the 
group, which will open a_Wash- 
ington office soon. Verne Burnett, 
New York, has been retained to 
develop a public relations pro- 
gram for it. —— 

“Faced with extinction because 
of the inability of OPA to check 
the upward wartime surge of leaf 
tobacco prices, while rigidly main- 
taining retail ceilings for these 
products,” Paul S. Willis, president 
of the grocery manufacturers, ex- 
plained, the tobacco manufacturers 
last spring went to GMA for help. 
GMA called the attention of Wen- 
dell Berge, chief of the anti-trust 
division, Department of Justice, to 
their plight. 

One result already, according to 
Mr. Flanagan, has been an in- 
crease from OPA of 10% in the 
price of chewing tobacco. 

“Tt is no longer possible,” he 
explained, “for the smaller manu- 
facturers to sell their products at 
deep depression levels and remain 
in business. Perhaps the larger 
companies with huge inventories 
of prewar leaf tobacco, and with 
greatly expanded volume, can sur- 
vive for some time to come, but 
if the smaller manufacturers are 
to compete against the giant com- 
panies, the present policies of 
OPA must be adjusted promptly.” 

He mentioned that seven com- 
panies, including Axton - Fisher, 
have gone out of business this 
year, 


” 


Sud America Celebrates 

In celebration of its 50th anni- 
versary, Sud America, one of the 
largest insurance companies in 
South America, is placing an ex- 
tensive campaign in newspapers 
and magazines in the key cities of 
Brazil. Copy will feature the 
story of life insurance in Brazil 
and the contribution the company 
has made to its development. J. 
Walter Thompson Company’s Rio 
de Janeiro office is in charge. 


EN READ THIS! 
Want to increase reader- 
your ads write for FREE 
proofs No. 101. No obli- 

No salesman will call. 


*CATCHERS, Inc. 
t 38th Street, New York 16 
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Moss & Arnold Appointed 


Wiegrow Products Company, 
New York, manufacturer of flor- 
ists’ supplies and novelties, has 
appointed Moss & Arnold Com- 
pany, New York, to handles a cam- 
paign in florists’ trade publications 
and by direct mail. 


BG Corp. Appoints 

BG Corporation, New York, 
manufacturer of spark plugs and 
ignition equipment, has appointed 
Albert Frank-Guenther Law, New 
York, to handle advertising. 


‘We Live Again’, 
Veteran Show, 
Starts in October 


New York, Sept. 19.—A group of 
major advertisers, first of which to 
sign are International Business 
Machines Corporation and Arma 
Corporation, will sponsor a series 
of 52 half-hour programs over 245 
Mutual network stations tenta- 
tively titled “We Live Again” and 
designed to smooth the wounded 


soldier’s reentry into civilian life. 
Joe E. Brown has indicated his 
willingness to act as master of 
ceremonies for the series, which 
will originate in hospitals in vari- 
ous parts of the country. Bob 
Hope and Bing Crosby are to serve 


as co-chairmen, with a guest star| # 
from motion pictures or radio fea- | 


tured each week. Option has been 
taken on Mutual for Tuesday 
nights at 8:30 EWT, and the first 
program, probably from the West 
Coast, is planned for mid-October. 

The Army, Navy and Red Cross, 
in cooperation with the War Ad- 


47 
vertising Council and OWI. de- 
veloped plans for the series. Henry 


Souvaine, Inc., New. York, will 
produce the shows. > 
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EVENS 

Special Editions, sections, pages are sold 

B solid and soundly on an insured program. 
Free survey at your request! = 
PORTSMOUTH, NEW HAMPSHIRE 
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_ BOTH HALVES 

" NEED TELLING 

2 for Facific Coast Selling! 

z | 
mE rear 


Two halves make up the Pacific Coast...and only Don Lee 


gives complete radio coverage of both halves. 


Surprising as it seems, half the retail sales on the 


Pacific Coast are made OUTSIDE the counties in which Los 


Angeles, San Francisco, Oakland, Portland and Seattle 


are located. Not so surprising is the fact that Don Lee is 


the only network completely covering this OUTSIDE HALF. 


Most markets in the “outside half’ are surrounded by 


mountains, and long-range broadcasting won't work. Don 


Lee, with 38 local stations, broadcasts from within these 


The Nation’s Greatest Regional Network 
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mountain-blockaded markets. The largest coincidental | 
survey ever made on the Pacific Coast (c. £. HOOPER, | 


276,019 calls) gives Don Lee 60 to 100% of the listeners 


in many of these “outside” markets. 


Hooper reports of the “‘inside half” are loaded with 
Don Lee success stories. When Lowell Thomas recently 
changed from Network A to Don Lee, in 3 weeks he got 
twice the Hooper he had obtained in 13 weeks on Net- 
work A. Don Lee’s Jack Benny “repeat” release got a 


higher Hooper than Network B’s original broadcast. 


Se 


And Don Lee commentator Gabriel Heatter tops all com- 


peting network commentators on his six times weekly 


broadcasts, according to the August 15 Hooper Report. 


For radio results, you can’t ignore half the Pacific 


Coast. Buy Don Lee and be sure of both halves! 


ON LEE 


5515 MELROSE AVE., HOLLYWOOD 38,CAL. 


THOMAS S. LEE, President 


LEWIS ALLEN WEISS, Vice-Pres. éz Gen. Mer. 
gr. 


Represented Nationally by John Blair & Co, 
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48 
Guernsey Named V.P. 


Howard A. Guernsey, art direc- 
tor of Whitaker - Christianson 
Studios, Chicago, for the past six 
years, has been appointed vice- 
president. 


To Fayhurst Co. 


Elizabeth Stewart Hughes, for- 
merly on the staff of New World 
Illustrated, Toronto, has joined the 
copy staff of F. H. Fayhurst Com- 
pany, Montreal. 
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WIND, Atlas Prager 


Broadcast Bears Games 


Broadcasts of the 1l-game 
schedule of the Chicago Bears 
football team are being heard over 
Station WIND, Gary and Chicago. 
Sponsor of the series, which 
started with the Green Bay Pack- 
ers game Sept. 24, is Atlas Brew- 
ing Company. The Chicago office 
of Olian Advertising Company is 
in charge. 


Forms Research Co. 


Joseph T. Bellew, recently with 
the office of Marcus T. Reynolds, 
Albany architect, has established a 
customer relations analyst - con- 
sultant service at 90 State St., 
Albany. Mr. Bellew was formerly 
with Ross Federal Research Cor- 
poration, and Montgomery Ward 
& Co. 
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The Greatest Selling Power 
in The South's Greatest City 


50,000 WATTS 
CLEAR CHANNEL 


WWL—LAND 


WWL Dominctes the NEW Deep South— 


Heoded for PERMANENT Prosperity 


CBS AFFILIATE—REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 


Paper Salvage 
Gains 135% in 


PPNC Communities 


Cost to Publishers 
Exceeds $1,000,000, 
Carr Reports 


New York, Sept. 19.—An increase 
in waste paper collections of 135% 
was reported recently in first 
returns compiled in 433 U. S. 
towns or counties since the waste 
paper salvage division of the 
Periodical Publishers National 
Committee set out to spur nation- 
wide collections. 

Communities tabulated in the 
report by William B. Carr of 
Time, chairman of the salvage 
division, showed an increase from 
20,747 tons in previous average 
monthly collections to 48,699 tons 
in July (or August) collections. 


Advertising Age, September 25. Lr, . 


The figures are admittedly in- 
complete and in some cases inac- 
curate, Mr. Carr said, but they 
indicate the trend. The division, 
he added, does not claim credit 
for all the paper raised in July, 
or even all of the increases, since 
some communities were operating 
salvage work on a successful basis 
and PPNC men merely assisted. 


Collections Doubled 


“The fact remains, however, that 
this list of towns more than dou- 
bled the previous collections on 
the whole,” the division chairman 
said. 

“The 433 reported towns indi- 
cate an increase of 27,952 ‘ons. 
We are operating in perhaps 1,000 
towns or more. Some of our men 
were late starters, either because 
of their own personal delays or 
because of difficulties in the as- 
signment of territories. It is not 
too far out of line to estimate that 
the communities in which there 
was PPNC activity increased 
50,000 tons over previous monthly 
average collections.” 

Since the magazine and business 
paper publishing industries em- 
barked on the salvage venture 
three months ago, Mr. Carr re- 
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lated, 1,177 men have been draw, 
into the work. These includeg 38 
central committee members. 
whom a dozen worked from }; 
to full time traveling thro.) 
the country on organization © ‘forts. 
28 field captains for regio ; 
states who worked about 75>; 
their time; 974 salesmen, on 25 
time basis (about 250 of they 
worked less than the allotte: tim, 
but an equivalent number sper; 
more than 50% of their time, y, 
Carr said); 52 salesmen of Ster. 
ling Drug, Inc., who, startin Aug 
15, set out to devote full time fo; 
six weeks under PPNC guidance. 
and several hundred other me, 
from industry or advertising agey 
cies who were enlisted by the 
magazine men. 


Industrial Salvage Aided 


Most of the activity was cop. 
fined to the region bounded by the 
Missouri river on the west and 
the Mason-Dixon line on the 
south, where 85% of the country’s 
paper is consumed. Majority of 
the time has been devoted to curb- 
stone collections of paper salvage 
from homes, although the PPNc 
workers also organized business 
district pickups and campaigns for 
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@ Will root vegetables keep in my basement? 


@ What vegetables can | plant in the fall? 


And so the questions pour into the Garden 
Department of The Detroit News at a rate 


exceeding 15,000 a year! 


From a little Sunday feature of 20 years 
ago, Detroit News garden activities have 
grown into a department now requiring the 
full time of two horticultural experts. Its 
year-round activities include daily garden 
features in The News, a weekly radio broad- 
cast over WWJ, Detroit News station, a class 
in gardening at the University of Michigan, 
talks to garden clubs, teachers and students 
at Michigan State College and Wayne Uni- 
versity. Its efforts in the country’s Victory 
Food Program have not only won national 
recognition, but also the enthusiastic support 
of some 300,000 victory gardeners in Detroit 
and suburbs. 


Don A. Carroll, 110 E. 42nd St., New York 17 


The Detroit News 


THE HOME NEWSPAPER 
A.B.C. Weekday Circulation. 389.628-Sunday Circulation, 482,628 


J. E. Lutz, Tribune Tower, Chicago 1! 
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sar aper in large city office * available for the fall crop of|vertising will be posters for groc- 
ae the industrial sal- | Aymar Named Ad Mgr. Apple Institute | apples. ery store display as well as dealer 
alt ~ field, committee workers | Lt. (jg) Brandt Aymar, recently Urge Home Storage helps. No spot radio is planned 
Dut placed at the disposal ed france ig 3 epee the i > = Stresses Storage for this year’s campaign, which is 
‘ts: Vi salvage division, pb ne rere hes He dad adveciean fh eae oe P bl Thi F ll | Starting Sept. 15, date on which) handled direct. 
nd helping improve salvage | ro ; : the MacIntosh apple crop is first 
of ations. On the conservation | 7 ses acgecanit Publisher, New ropiem IS a harvested, the institute placed 
1% f an ht ge Sofa ork. New York, Sept. 19.—Annual| ads up to three columns in size in — — —— 
ese 4 by Arnold Friedman oO ye : campaign to make consumers “ap- | 38 newspapers of 21 New England! @& oe 
me | Store Age sie working to) Laitin Joins Tarcher ple conscious” placed by the New| and Sew Genk: state cities. Copy | j™ IMPSON-REILLY « 
ent existing supp yer Sil. ines Ben S. Laitin, formerly with| York and New England Apple In-|urges consumers to buy apples | (ee@elsbers Representatives ~ 
Mr, Phe Pr ine in working | Young & Rubicam and previously stitute will have special signifi-| in quantity as they arrive in mar-| § sice : 
et. ‘t pee "aia man a a vice-president of Albert Frank-|cance this year because of its|ket and store them at home, thus| & 
Ug. wil ree decided “that can adeee Guenther Law, has joined J. D.|stress on the government’s need | alleviating the scarcity of storage | BRSAN PRANCISCO 
for W 1 ha t a ra Tarcher & Co., New York, as copy|of cold storage plants for war| space. RUSS BLDG. GARFIELD BLDG.: 
“ W _ the committee workers | Chiet. foods, thus limiting the space! Backing up the newspaper ad-' he PITS eed 
en- m than doubled previous col- 
the ie ons in 1,000 communities in 


Jt Mr. Carr said, July tonnage 
fo. .ne country dropped to 548,000 
to as against the WPB goat of | 
on- 667 v00 tons per month during | 
the 19-4. Industrial salvage undoubt- | 
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uuserence On’ ule part OL ine pud- 
lic. Just as soon as people realize 
that paper means something to 
them, they become more conscious 
of saving and turning in paper.” 
PPNC, he said, is cooperating 
» with the. WPB to establish paper 
holidays in all 1,600 towns of more 
than 5,000 population. A _ special 
committee of promotion managers 
of magazines has already prepared 
in information kit on the subject, 
which is being printed now. 

WPB salvage officials have 
praised the committee efforts, al- 
ready terming them the most im- 
aot gy contribution to salvage yet 
made, 
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The PPNC division, Mr. Carr | 
said, has operated without a A 
budget, each publisher meeting the . XFTER THE WAR there wil! be a lot of people 
expenses of his own men, and ‘ . i . 
while there is no way to estimate with money in their fists, all clamoring for every 


the dollar cost accurately, “it is 
probably well over a million dol- 
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car you can make. a 


lars. Z ° 
Fine! But any sound, forward-looking, 
Form Vitamin Company _ healthy-growth sales policy will say: “Don’t 
Charles Bowman & Co., a phar- | forget! The people who are the bone and sinew, 
maceutical distributing company . 4 
specializing in vitamin distribu- | the very lifeblood of your business—are your 


ion, has been organized with of- | 
ices at 220 E. 42nd St., New York. | 
The company is a co-partnership | 
ncluding Mr. Bowman, Curtis 


established customers, your continuing cus- 


a 
tite ® 

ne Nash font 

“ rs nash dealcrs to serve you 


ratue 
pesale vale 


tomers.” 
Gray and Willis A. Diekema. 


Plants and offices will be located T P oy . 
it Holland, Mich., and Chicago. | HESE ARE THE PEOPLE who will be able to —e 


buy new ears even after the boom days—these 


an — | . . . P 
zre the people with the ingrained, prewar habit 
’ | Gea ; 
viaglin of trading in—the people with the most stable 
0 ‘ , 
Ya dollars—the people with good jobs, good sal- vies ~ 
‘ , _ “ market of more than a million families who 
@ aries, executive positions, and the steadiest pe 
= : : own an average of 111 cars per 100 families 
stake in the nation. : ‘ 
cluding field management, aircraft (and 8 out of 10 of them bought their cars new!) 
tenance, the sales and service of | It’s people like that who caused TIME’s pas- ' 
1 Base O Aaa — 3 ° Through fat years and lean, TIME readers are 
“' Base Operators, and the require- senger car advertising to rise 141% even during hii 
tsofe rcial airlines. i your steadiest and best customers—and the 
o! commercial airlines, is a dis- the 6 years of the last depression. : - 
segment of the aviation industry. | best way to talk to them is through the pages of 
purchasing power of this vast | It’s a market like that which a manufacturer TIME. For they prefer TIME 7 to 1 over all the 
7 


et is > ¢ j +4 , . - 
Is the specific audience of the can count on through good times and bad—a other magazines they read. 
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48 
Guernsey Named V.P. 


Howard A. Guernsey, art direc- 
tor of Whitaker - Christianson 
Studios, Chicago, for the past six 
years, has been appointed vice- 
president. 


To Fayhurst Co. 


Elizabeth Stewart Hughes, for- 
merly on the staff of New World 
Illustrated, Toronto, has joined the 
copy staff of F. H. Fayhurst Com- 
pany, Montreal. 
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WIND, Atlas Prager 


Broadcast Bears Games 


Broadcasts of the 1l-game 
schedule of the Chicago Bears 
football team are being heard over 
Station WIND, Gary and Chicago. 
Sponsor of the series, which 
started with the Green Bay Pack- 
ers game Sept. 24, is Atlas Brew- 
ing Company. The Chicago office 
of Olian Advertising Company is 
in charge. 


Forms Research Co. 


Joseph T. Bellew, recently with 
the office of Marcus T. Reynolds, 
Albany architect, has established a 
customer relations analyst - con- 
sultant service at 90 State St., 
Albany. Mr. Bellew was formerly 
with Ross Federal Research Cor- 
poration, and Montgomery Ward 
& Co. 
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Paper Salvage 
Gains 135% in 
PPNC Communities 


Cost to Publishers 
Exceeds $1,000,000, 
Carr Reports 


New York, Sept. 19.—An increase 
in waste paper collections of 135% 
was reported recently in first 
returns compiled in 433 U. S. 
towns or counties since the waste 
paper salvage division of the 
Periodical Publishers National 
Committee set out to spur nation- 
wide collections. 

Communities tabulated in the 
report by William B. Carr of 
Time, chairman of the salvage 
division, showed an increase from 
20,747 tons in previous average 
monthly collections to 48,699 tons 
in July (or August) collections. 
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The figures are admittedly in- 


complete and in some cases inac- 


curate, Mr. Carr said, but they 
indicate the trend. The division, 
he added, does not claim credit 
for all the paper raised in July, 
or even all of the increases, since 
some communities were operating 
salvage work on a successful basis 
and PPNC men merely assisted. 


Collections Doubled 


“The fact remains, however, that 
this list of towns more than dou- 
bled the previous collections on 
the whole,” the division chairman 
said. 

“The 433 reported towns indi- 
cate an increase of 27,952 tons. 
We are operating in perhaps 1,000 
towns or more. Some of our men 
were late starters, either because 
of their own personal delays or 
because of difficulties in the as- 
signment of territories. It is not 
too far 
the con 
was F 
50,000 t 
average 

Since 
paper |] 
barked 
three n 


lated, 1,177 men have been c+. 


into the work. These include, 


central committee membe;: 
whom a dozen worked from 


to full time traveling through, 


the country on organization eff 
28 field captains for regions 
states who worked about 75 
their time; 974 salesmen, on 
time basis (about 250 of 

worked less than the allotted 
but an equivalent number 

more than 50% of their time 
Carr said); 52 salesmen of 

ling Drug, Inc., who, starting 
15, set out to devote full tim: 
six weeks under PPNC guida 
and several hundred other 

from industry or advertising a 
cies who were enlisted by 
magazine men. y 


Industrial Salvage Aided 


Most of the activity was . 
fined to the region bounded by 


BUSINESS REPLY 


First Class Permit No. 95, Sec. 510, P. L. 


R., 


Advertising Age 


100 East Ohio Street 
Chicago 11, Illinois 


@ Will root vegetables keep in my basement? 


@ What vegetables can | plant in the fall? 


And so the questions pour into the Garden 
Department of The Detroit News at a rate 


exceeding 15,000 a year! 


From a little Sunday feature of 20 years 
activities 
grown into a department now requiring the 
full time of two horticultural experts. Its 
year-round activities include daily garden 
features in The News, a weekly radio broad- 
cast over WWJ, Detroit News station, a class 
in gardening at the University 
talks to garden clubs, teachers and students 
at Michigan State College and Wayne Uni- 
Its efforts in the country’s Victory 
Food Program have not only won national 
recognition, but also the enthusiastic support 
of some 300,000 victory gardeners in Detroit 


Detroit News garden 


au 
ago, 


versity. 


and suburbs. 


have 


of Michigan, 


THE HOME NEWSPAPER 


The Detroit News. 


A.B.C. Weekday Circulation. 389.628-Sunday Circulation, 482,628 
Don A. Carroll, 110 E. 42nd St., New York 17 


J. E. Lutz, Tribune Tower, Chicago 1) 
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ertising Age, September 25, 1944 


nant paper in large city office) Aymar Named Ad Mgr. 


jings he industrial sal-| : 

ned ag i workers, Lt. (jg) Brandt Aymar, recently 
laced at the disposal of |released from the U. S. Coast 
P ealvane division, in some | Guard, has been appointed general 
helping improve salvage business and advertising manager 

if sons. On the conservation|0f Greenburg: Publisher, New 

another PPNC division| York. 

se ad by Arnold Friedman of 

e | Store Age is working to 

nt existing supplies. 

PPNC men, said Mr. Carr, 

4» come difficulties in working 

. +, local chairmen, many of 

had decided “that the war 

“ imost won.” 

jough the committee workers 

than doubled previous col- 


Laitin Joins Tarcher 

Ben S. Laitin, formerly with 
Young & Rubicam and previously 
a vice-president of Albert Frank- 
Guenther Law, has joined J. D. 
Tarcher & Co., New York, as copy 
chief. 


prem for the fall crop of 


apples. 


Apple Institute 
Stresses Storage _ 
Starting Sept. 15, date on which 


helps. 
for this year’s campaign, which 
handled direct. 


Urge Home Storage 


49 
vertising will be posters for groc- 
ery store display as well as dealer 
No spot radio is planned 


a 


wv 
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Problem This Fall ithe MacIntosh apple crop is first 


arvested, the institute placed 
New York, Sept. 19—Annual/|ads up to three columns in size in 


ogra ry 3 Sie ee aaie 
3 S34 


Simpson-REILty, 
_ Publishers Representatives 
SINCE 1928 


campaign to make consumers “‘ap- | 38 newspapers of 21 New England 
ple conscious” placed by the New| and New York state cities. Copy 
York and New England Apple In-|urges consumers to buy apples 
stitute will have special signifi-|in quantity as they arrive in mar- 
cance this year because of its|ket and store them at home, thus 
stress on the government’s need | alleviating the scarcity of storage 
of cold storage plants for war| space. 
foods, thus limiting the space Backing up the newspaper ad- 


“SAN FRANCISCO 
RUSS BLDG. 


eh Poe 


LTD. 


LOS ANGELES. 
GARFIELD BLDG. 
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ns in 1,000 communities in 

Mr. Carr said, July tonnage 

ne country dropped to 548,000 

as against the WPB goal of 
>)00 tons per month during 
_ Industrial salvage undoubt- 

fell off sharply, he said in 
lanation, and collections in 
communities outside the commit- 
sphere also dropped off badly 
because school children were not 
ilable. 


‘Paper Holiday’ Spreads 


a highly successful 
“paper holiday” in Peoria, IIl., 
where merchants ran _ full-page 
ads notifying citizens that few 
packages would be wrapped for 
the duration, more than 100 other 
communities have asked for de- 
tails and the “holiday” is being 
established in Des Moines and 
Milwaukee. 

“Even more important is the 
fact that waste paper salvage in- 
creased 600% in Peoria shortly 
after the paper holiday was de- 
clared,”’ Mr. Carr said. “The big 
enemy to salvage has been in- 
difference on' the part of the pub- 
lic. Just as soon as people realize 
that paper means something to 
them, they become more conscious 
of saving and turning in paper.” 

PPNC, he said, is cooperating 
with the. WPB to establish paper 
holidays in all 1,600 towns of more 
than 5,000 population. A special 
committee of promotion managers 
of magazines has already prepared ee 
an information kit on the subject, : 
which is being printed now. es 

WPB salvage officials have 
praised the committee efforts, al- 
ready terming them the most im- 
portant contribution to salvage yet 
made. 

The PPNC division, Mr. Carr 
, said, has operated without a 
budget, each publisher meeting the 
expenses of his own men, and 
while there is no way to estimate 
the dollar cost accurately, “it is 
shed well over a million dol- 
ars,” 


Following 


car you can make. 


Form Vitamin Company 


Charles Bowman & Co., a phar- 
maceutical distributing company 
specializing in vitamin distribu- 
ion, has been organized with of- | 
ices at 220 E. 42nd St., New York. | 
The company is a co-partnership | 
ncluding Mr. Bowman, Curtis 
Gray and Willis A. Diekema. 
Plants and offices will be located 
it Holland, Mich., and Chicago. 
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A af pedo 


; aries, executive positions, and the steadiest 


stake in the nation. 
luding field management, aircraft 


tenance, the sales and service of 
| Base Operators, and the require- 
> of commercial airlines, is a dis- 
segment of the aviation industry. 
© purchasing power of this vast 
ct is the specific audience of the 


jusiness paper 


AIRPORTS 


HAIRE PUBLISHING COMPANY 
(70 Broadway, New York 1, N. Y. 

of AVIATION EQUIPMENT, AVIATION 
MENT REDBOOK, AIRPORT6 DIRECTORY 


ne 


; THE WAR there wil! be a lot of people 


with money in their fists, all clamoring for every 


Fine! But any sound, forward-looking, 
healthy-growth sales policy will say: “Don’t 
forget! The people who are the bone and sinew, 
the very lifeblood of your business—are your 
established customers, your continuing cus- 


ry. 
if HESE ARE THE PEOPLE who will be able to 
buy new cars even after the boom days—these 


zre the people with the ingrained, prewar habit 


dollars—the people with good jobs, good sal- 


senger car advertising to rise 141% even during 
the 6 years of the last depression. 


It’s a market like that which a manufacturer 
can count on through good times and bad—a 
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of trading in—the people with the most stable 


market of more than a million families who 
own an average of 111 cars per 100 families 


(and 8 out of 10 of them bought their cars new!) 


It’s people like that who caused TIME’s pas- 


Through fat years and lean, TIME readers are 
your steadiest and best customers—and the 
best way to talk to them is through the pages of 
TIME. For they prefer TIME 7 to 1 over all the 


other magazines they read. 


eTOPS WITH TOMORROW'S 
Chrysler « 


Plymouth + 


Packard « Pontiac « De Soto 


Buick « Nash e Dodge 
TOP CUSTOMERS TOO! 


(Cadillac « 
Studebaker « 
Willys + Ford) 


Oldsmobile - Hiudson = -« 


Chevrolet 


< Sy MY f . ing : ; : “ees ae } A COPE ry 
“ ee _— : 
n ] is 
7 MM) ; 
= es —— 
TR a 
o) aa Sees 
—_——_———-. BS ee 
; 5 a 2 ; r- . 
pl fi ee 
| r P:, ys ; a 
. ee... ct ; j * 
: oe 
1 > . oe 
| | | 
n- 
1€ | S. 
‘amp ae a 
in the ‘ Le oct s I 93 9 a Bs, cain meat : 
7 ame ; in, 
sigh es = a ‘ ine. 
> CF oe: You W eas iy 
cw Sd H om On’t he os os 
ia wel: r = bis ie 
a OMe aa: a? 
ad 7 i See * Rhy e. a 
eoos! a . » “ea oh. 
in 7 atthe . rik 3 a 4 
a arn r " tes fea” ee ees 
: Pe hd —— t ute Kn se 3 
ete rane eS “i fe, mgs ; ; 
- woot a eet: ti 3 b he git, eg pe. 
0 On etd guar en fee ba, * ate, “% : 
Ot aid i * Mitte *, ta x ig on 
N an heat yan” 
MA 70 ate ey Srey ee a ai 
HE G : nd SS | 
T AKI e {Sa eee 7 le 
2 ies . (ss eee = ros 
E SP 1 ¥ wt eA a Sa ee 5 
. * ting : ee re  : RE 
zy yoy WERE’ | aR | ee — 
ete = Yiegy . % ; i i 2 
) ™~ yO E W. | 4 Beng th PO hae bias ¥ a 4 Fo = 
(<= T WA — ; Hering Matha, Stag ny oe 
; pe THE’ Wate Wee SS -: = 
BeEFO LL —_— — id fed ee ee — 
IN ¥ a titty, Rilag Be ceo ae ES 
\& AR ~ ig- be Nex igo fang 1m ; vs Fe Out ame ’ haa ae 
* ‘eas re Stet af ee: 
“AND 000s ME- eins Saas Por. “a 
“ octet nein to) Mi eee Ae a 
AN NG 70 pees Chee yong " “ay gta! ie 7 
cAK! ate | i  e m 
we ‘ . a , 
BE SP. ee te — 
~ a ~ Steps ae “aes 
. a ae . ite oe og 
Z i scout as ae eee } ~~ : 
ial ‘ a> , 4 Baal os ots te Ec ee % 2 
ee fi, wf ee ; i ' cae a —— ; 5 ab cone = — 
4 rb 4, ~~ ~Soes — 
; : : i} ite,” " pa 
Ok ills, ' 7 eo a o eee 
4 " as co an 
Ye ae | : 
-_ © , ati 4 We: ‘ Ba fm ae RS = 
ia ghee gs 3 j aa Ba 
co - See ™ ee 
a 2 @ ~\ < ~ ‘ ie 
dome > va 
——————— | i thy, ee aa 
| = 3 
: A | Main Vac, _ a 
flash you feos § ~~ Bi ; a . 
> geen owes ont yo once, hinh a THAT ' ; . wa) y st i 
. 7 Io ee nn waven Op tO a ae My ‘ay ie 
— ————— 3 4 : aris hig her Bie : — # q r : 
a ee. : ¥ 3 
oe 
| ee = , 7 -— . — ii as is 
ee — - pase 
- | ee : iia 
ey) Be eta 
°°. re 
pig re 
ee | b . 
Sa oo 
| jie 
hi, _ as ; 
TSS i ie. 
ie 
“ sar a 
LUTE» ee 
7 SEZ ——_ 
f — ; 
frre sa aa y, . 
— Se. f 
Sa oe 
a 
me i 
i : 
ae 
=H oes ‘ ema y ‘ %: Mare ; : 4 : yey if . a ee a , Ba * Saale “ > ~ - f ¥ oo " . . 


Perkins to Westinghouse 


Ralph T. Perkins, recently east- 
ern district manager of Empire 


Company, New York, has! troit. 


been appointed home appliance 
manager, central district of West- 
inghouse Electric Supply Com- 
pany, with headquarters in De- 


Or TooLs AND CRANES AND 
PRESIDENTS— 
AND LUBRICANTS AND THINGS! 


Management engineers admit that every problem from 
manufacturing to distribution has no one perfect solu- 
tion, but a series of alternatives. Final choice is not a 
matter of split-second accuracy or slide rule certainty— 
but, rather, a magic brew which includes experience, 
judgment, intuition, and emotion. 


It is these intangibles that make great management 
engineers and great executives. Otherwise, mastery of 
slide rules would put all on a par in solving business 
and manufacturing problems. Success in making the 
right choice from among alternatives is what builds 
presidents out of good executives. That is why final 
decisions remain at the top. 


Sometimes those decisions seem perfunctory and casual. 
Sometimes they are. But always they are part of sixth- 
sense magic. Informative executive advertising can con- 
tribute to those decisions. Such advertising will not 
perform miracles, but it can present your case at the 
vital decision level where the fate of tools and cranes 
and lubricants resides. 


Dun’s Review reaches 20,092 presidents (by actual count) 
and 33,567 other decision-executives. They are the im- 
portant officers of the major portion of the top-rated com- 
panies in manufacturing (55°4); wholesaling (26% 
financial, banking, and insurance (9.7°% 


DUNS REVIEW 


Published by DUN & BRADSTREET, Inc. 
290 Broadway, New York 7, N. Y. 
CHICAGO CLEVELAND 


BOSTON LOS ANGELES 


SAN FRANCISCO 


Farmers Top City 
in Expenditures on 
Packaged Goods 


New York, Sept. 20.—A sample 
testing of four families of north- 
west and south central Minnesota 
has disclosed that the typical farm 
family of five or six spends more 
money for packaged and brand 
goods than does the same-size 
city family, according to W. E. 
Boberg and Bess M. Rowe of The 
Farmer, St. Paul, Minn. Mr. Bo- 
berg, national advertising man- 
ager, and Miss Rowe, women’s 
editor, have worked out charts 
illustrating this fact, and are 
meeting packaging manufacturers 
here with the hope of receiving 
encouragement to continue the 
study. 

The survey covered May of this 
year, during which time an exact 
record of all expenditures for food 
was kept by each of the four fam- 
ilies participating. The urban fam- 
ilies spent $76.36 and $100.21 for 
five and six persons respectively; 
the farmers spent $26.15 and $22.81 
respectively. It was discovered, 
however, that $6.20 and $6.30 went 
for packaged and brand goods 
(coffee, flour, cereal, etc.) in the 
city homes in contrast to $9.56 and 
$9.84 spent for the same kinds of 
goods in the rural homes. The 
remainder of the food expenditure 
covers bulk and fresh foods— 
meats, fish, eggs, dairy products, 
bakery goods, etc. Charts display 
percentages in terms of red dol- 


|lars representing packaged goods, 
| green signifying bulk. 


One observation made by Mr. 


|Boberg and Miss Rowe was that, 


contrary to widespread belief, a 
retail outlet doing a business of 
$76,360 in a city area might, on 
the basis of the survey, sell only 
$6,200 worth of packaged mer- 
chandise, while the farm merchant 
with a $26,150 business would dis- 
pose of $9,560 worth. This fact, 
they pointed out, might have a 
marked effect on future advertis- 
ing and merchandising of pack- 


,}aged goods. 


CAB Offers Research 
Service to Colleges 


In view of the fact that 150 
colleges and universities now offer 
courses in radio, the Cooperative 
Analysis of Broadcasting has be- 
gun aé_ special membership for 
recognized educational institutions 
to facilitate better understanding 
of radio audiences and research 
among college students. 

Feeling that “a proper and sane 
understanding of radio research, 
as taught in the classroom, will 
simplify many of the complexities 
newcomers to radio have found so 
confusing in the past,’ the CAB 
will offer universities a_ special 
interpretive release as well as the 
research firm’s regular series of 
reports on program listening made 
twice monthly in 81 United States 
cities. 


Bruyere to Agency 


Jean Bruyere has been ap- 


| pointed manager of the production 
| department of Doherty, Clifford & 
| Shenfield, New 


York. Formerly 
he was with Charles Dallas Reach 


| Company, Paris & Peart, and the 
| Paris office of McCann-Erickson. 


Advertising Age, September ° 


B&M Gives Riders |©r°ss Joins BBC 


Christopher Cross, assista; 


= . rte , Pub. 
licity director of Mutual ; 
Timetable Tips casting System, will join th, Bat 
_Boston, Sept. 19.—An adver-/ish Broadcasting Corporation ;. 
tising campaign to convince the|New York on Oct. 16 as ible 
public that railroad timetables are} relations manager. a 


“as simple as third-grade arith- 
metic” has been launched by the 
Boston & Maine Railroad. 

Reproductions of a full-page 
newspaper advertisement  cap- 
tioned “YOU Can Read and Under- 
stand Our Timetables” have been 
placed in all the line’s stations. 
The ad calls attention to the im- 
portance of checking the meaning 
of all symbols, avoiding confusion 
of Sunday and week-day sched- 
ules, and making sure that a. m. 
arrival and departure times are not 
mistaken for p.m. schedules, or 
vice versa. 

The campaign, directed to sea- 
soned and seldom travelers, is 
said to be the first of its kind un- 
dertaken by a rail carrier. 


will coal 99% ft a 
300 MILLIONS for 


HOSPITALS in the anave 
POST-WAR MARKET — 
‘Tell — your —_ , 


“$500,000 =XPANSION FOR 
CALIF. WIRE CLOTH co. 


EVERYONE AGREES... 


That big things are going to happen on the Pacific Coast 
after the war. That newly developed and expanded Western 
industries will play a major role in supplying postwar needs 
of nations bordering the Pacific. 


And everyone agrees that Metropolitan Oakland, key 
Pacific Coast port on the mainland side of San Francisco 
Bay, is the natural industrial hub and distributing center 
of the 11 Western States. 


In Metropolitan Oakland, everyone agrees that the Oak- 
land Tribune is preferred by reader and advertiser alike. 
Write for the complete market, circulation and advertising 
analysis, “Facts About Metropolitan Oakland, the Pacific 
Coast’s Third Market.” 


Total Net Paid Circulation 


outy 124,933 sour 127,799 


Source: A.B.C. Publisher’s Statement, March 31, 1944 


CvCCUSiVE a5SOC*TEO Fa 


UMITEO Fees 

3 WILLIAMS, LAWRENCE G CRESMER CO; 

. oe Representatives Including Sunday Magazine 
‘Comics: METROPOLITAN SUNDAY NEWSPAPERS, inc. 


7 Oaklands Tribune 


Member: AMERICAN NEWSPAPER PUBLISHERS’ ASSN. 


You Need 
ONLY ONE 
Newspaper in 
Schenectady 


The Gazette is Ist in CIRCULATION 
(highest in Schenectady history); Ist in 
Advertising — Ist in Results. 


GAZETT 


The Gazette thoroughly covers the Schenec- 
tady market. Merchants, wholesalers and 
manufacturers who sell in Schenectady find 
this truer than ever today — though the 
Gazette has been favorite with readers and 


advertisers for generations. 


REYNOLDS-FITZGERALD, INC., National Representatives Z 
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latter, that in accident frequency, |yearly in lots of 500,000, and is : 
plumbing, dairying, woodworking, Glover Schedules | circulated largely through drug To Warwick & Legler 


ib. and other industries have a higher stores. Fall copies of the publica-| Barrett Brady, formerly with 
d. ratio than does mining. 30 Newspapers ‘tion have just been mailed to | Maxon, Inc., New York, has joined 
it. The advertisements have been| , R | 23,000 stores from coast to coast. | Warwick & Legler, New York, as 
in prepared by H. R. Pinckard, editor in Test Series | In accordance with company | copy chief. 
lic of the Herald-Advertiser of Hunt- | policy of using separate media for 
ington, W. Va., with illustrations} New York, Sept. 19.—H. Clay | animal medicines and other Glover 
” by Irvin Dugan. Glover Company is using half- products, only newspapers are 
* page advertisements in 30 news- ae used in the current cam- 
bi ; Arn papers, most of them in the South, | P@/8n.- , 
i Patterson Oil to dt in a test campaign for Glover's Roberts & Reimers, New York, 


\ 


REDESIGNED—Silex glass coffee mak- 
ers, made by Silex Co., Hartford, are 
now packaged in this new carton made 
by Eastern States Cartons division of 
Robert Gair Co., New York. 


W. Virginia Ads 
Stress Coal’s 


Value to Region 


Charleston, W. Va., Sept. 19.—In 
a series of graphically illustrated 
page advertisements in its regional 
daily and weekly newspapers, 49 
of which have already appeared 
in about two years, the Logan Coal 
Operators Association of Logan 
County, W. Va., seeks to make 
West Virginians conscious of the 
product upon which the majority 
of them are dependent. The Logan 
association’s campaign is described 
in a recent issue of The West Vir- 
ginia Review. 

Begun shortly after Pearl Har- 
bor, the campaign has sought to 
educate the 1,000,000 people in the 
Logan vicinity with the fact that 
they are almost entirely dependent 
on coal for their food, clothing 
and shelter. The campaign was 
not instituted for profit. Such ad- 
vertising in state papers could not 
sell an extra ton of coal in West 
Virginia, which ships 85% of her 
coal to other states, it is reported. 
Its purpose “was to bring to our 
people full realization of the im- 
mensity of the industry upon 
which they were dependent, wider 
knowledge of the coal industry, its 
vast contribution in wages, in 
taxes, in expenditure to railroads 
for transportation, to public utili- 
ies for power and other service, 
to wholesale houses and retail 
stores for supplies and equipment, 
to promote good will and create 
more amicable relations.” 

Typical of the ads is that which 
is headlined, “Aladdin’s lamp... 
was a piker compared to a 


John Falkner Arndt & Co., 
Philadelphia, has been appointed 
to place advertising for Joseph M. 
Patterson & Co., Philadelphia fuel 
oil distributor. 


To ‘Des Moines Register’ 

Leighton D. Authier, formerly 
art director of French-Stamats 
Company, Cedar Rapids, Ia., has 
joined the promotion department 
of the Des Moines Register and 
Tribune. 


dog capsules which will run 
through October and will be ex- 
panded nationally if results jus- 
tify. 

Six insertions have been sched- 
uled for each paper and color is 
being used wherever facilities are 
available. A cartoon strip shows 
the effectiveness of the capsules 
as worm medicine, and a free two- 
year subscription to “Our Dogs,” 
published by Glover’s, is offered. 

“Our Dogs” is issued three times 


is the agency. 


Two BBDO Execs Named 


lan Lehman has been named 
account executive on the Wildroot 
shampoo account in the Buffalo 
office of Batten, Barton, Durstine 
& Osborn. A. J. Weinrich, of 
BBDO’s Cleveland office, has been 
appointed executive on the Gen- 


eral Electric lamp department ac- 
| count. 


BROWNE 


CHICAGO + DEL 3800 


ERICA UNLIMITED 


Published by Doubleday. Doran and Co., Ine, 


lump of coal,” and “Coal miners 
have fewer accidents than... 
plumbers.” The former ad pointed 
out that aspirin, dyes, flavorings, 
stockings, perfume and _ 25,000 
other by-products are found in 
this lump of mineral fuel, and the 


RRR —remmmERSERCImRRE SES 


writers 
needed 


COPYWRITER. Agency- 
1. trained or the equiva- 
lent. To create direct 
mail and other promo- 

tional matter. 


9 WRITER WITH EDI- 

<, TORIAL BACKGROUND. 
Flexibility in style essen- _ 
tial. To produce quantity 
and quality for diversi- 
fied institutional and 


sales promotional uses. 


nen of seasoned experience 
lid accomplishment will be 


ERIC JOHNSTON'S America Unlimited is a classic 
statement of American social faith. The dynamic 
President of the U. S. Chamber of Commerce 
examines the American way of life, what he calls 
our “people’s capitalism,” and finds it good. 
1 1 1 

Perhaps the most remarkable — and the most 
American — thing in this remarkable book is Mr. 
Johnston's awareness of the consumers of goods. 


He points out that our economic society is built 
on the free producer and the free consumer, that 
in the final analysis the ‘‘consumer rules 
America.” And throughout he emphasizes ‘‘that 
this country not only produces goods in quanti 
ties and variety beyond the imagining of other 
peoples, but that this production is more widely 
distributed than anywhere else.” 

America, as Mr. Johnston pictures it, has made 
the luxuries of the classes the necessities of the 


masses. But he denies that this is a victory for 
crass materialism. 

“It is, rather,” he insists, “the outward ex 
pression of free persons. In the conquest of their 
great continent, in the diffusion of goods and 
comforts, in their multitade of inventions, Ameri- 
cans epitomize a triumph of spirit over matter.” 

There are many thinkers who do not share 
Mr. Johnsten’s enthusiasm for this American 
economic ideal of the greatest output for the 
greatest number. But no one denies the fact itself. 

It is a fact that explains mass-circulation mag- 
azines and “mass circulation’ of manufactured 
products alike. The two types of “circulation” 
are closely integrated. They are inter-dependent. 
Your mass product and our mass magazines are 
the warp and the woof that make the fabric of 
America’s extraordinary civilization of abund 


ance and plenty. 


THE HILLMAN WOMEN'S GROUP 


REAL STORY - MOVIELAND - REAL ROMANCES 


HILLMAN PERIODICAL BUILDING + NEW YORK CITY 


iered. These openings are 
middle west. Address Box 
ADVERTISING AGE, 100 E. 
St., Chicago 11, Illinois. 


This is the first of a series of advertisements discussing the great books of our time, which concern themselves wu 
ment and business, the division of income, and the emergence of the great middle class to a position ¢ 
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‘The Manchester Union- 
Leader performs the kind 
of services advertisers 
dream about— and seldom 
get. Standard Brands, like 
many other national adver- 
tisers, has found that space 


in this — newspaper 
supported by the resultful 
plus-services offered by our 
merchandising staff do a real 
job of getting sales in the rich 
anchester six county Prim- 


ary Zone. 


OF ee ae Oe ee ee 


EXTRA MERCHANDISING SERVICES GET RESULTS! 


treatment on all copy. B: 


L) 

' Full-time staff for pre-war t 

1 merchandising service — dealer 
display; surveys; printi and 

1 mailing letters, postcards, broad- 

ry sides, ete. 

t 

: Careful i to iti 

] 

' 

L] 
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A well-established and influen- 
tialtrade paper. Also a bi- 
monthly Food News Letter cov- 
ering ens New Hampshire 
Food and Drug trade. 


Hampshire Association of Retail 
roduct in- 
istribution 


Grocers, aiding new 
troduction, retail 


I 

J 

I 

1 

! 

Enthusiastic cooperation of New 1 
i 

| 

and mass displays. i 
1 
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IMUANCHESTER 
UNION-LLEADER 


NATIONALLY REPRESENTED BY GEORGE A. McDEVITT COMPANY 


<<) MONSEN 


SS 
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22 EAST ILLINOIS STREET «+ 


helps ad men keep pace with 

modern trends. Yes, a service man 
calls regularly to keep your 

big reference book up to date! 
Pages of new type faces are inserted 
in your type book, fast as 

they appear. 


latest information 
On new type trends 


SUPERIOR 
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Washington, Sept. 21.—The war 
finance division of the U. S. 
Treasury today released figures 
showing the 100 newspapers that 
carried the largest volume of war 
bond advertising in support of the 
5th War Loan drive. The Chat- 
tanooga News-Free Press led with 
188,028 lines. The Daily News, 
Beloit, Wis., published the largest 
volume in the 4th War Loan drive 
with a total of 166,184 lines. 


Daily and weekly newspapers 
published 203,014 separate war 
bond advertisements representing 
approximately 2,688,481,000 im- 
pressions totaling 155,131,405 lines 
of space. In referring to the amaz- 
ing 5th War Loan support given 
by newspapers of America, war 
finance division officials explained 
that daily papers showed an in- 
crease in linage of 25.4% and 
weekly papers showed an increase 
of 43.5% over the 4th drive. The 
total dollar value of newspaper 
advertising supporting the 5th 
drive was $10,160,709. 


In the coming 6th War Loan 
which is being planned to begin 
in November, newspapers will 
again play a dominant role. The 
Treasury’s program calls for issu- 
ing 26 full-page advertisements 
with 26 1,000-line adaptations, 
plus 14 400-line ads and 12 200- 
line ads. 


The top newspapers — evening, 
morning, and Sunday in the order 
of their linage record for the 5th 
War Loan follows: 


EVENING ISSUES 

| Total 
No. of 
Lines 
| Chattanooga News Free Press.188,028 
| Beloit, Wis., News............ 148,387 
Mount Vernon, N. Y., 


Argus. .140,956 


Corsicana, Tex., Sun......... 115,214 
Portsmouth, O., Times........ 113,579 
| Harrisburg Telegraph........ 112,119 
COP IOCUG OWE. 6 ws ccc vdcuscss 111,511 
Plainfield, N. J., Courier News.109,841 
gos Be ee eee 107,146 
Crookston, Minn., Times...... 106,689 


Laurel, Miss., Leader Call....105,116 


Pontiac, Mich., Press......... 100,615 
Salinas, Calif., Californian.... 99,205 
Pawtucket, R. I., Times...... 98,868 
Ns OES Te yg Oe eee 98,847 
Warren, Ohio, Tribune 

Chronicle 


Binghamton Press............ 95,929 
Altoona, Penna., Mirror...... 94,767 


marson, Ohio, Star... ....66e 
Chelsea, Mass., Record 
Lancaster, Penna., New 
Boston, Mass., Christian 


93,100 


| Science Monitor ........... 91,617 
| Hattiesburg, Miss., American. 91,357 
| Sharon, Penna., Herald....... 91,277 
| Honolulu Star-Bulletin....... 90,472 
| Bethlehem, Penna., Globe 

MNO «ca 7a cdis'ne sy otk b ek 90,220 
| Baton Rouge, La., State Times 89,716 
| New Orleans Item........... 88,652 


Lebanon, Penna., News & 


7... SAREE es aa 88,344 
| Newburgh, N. Y.. News...... 87,913 
|New York World-Telegram.. 87,793 
| Woonsocket, R. I1., Call....... 87,728 
| Bennington, Vt., Banner...... 87,455 


Great Falls, Mont., Leader... 
McKeesport, Penna., News.... 
| Bay. City, Tex. DPribuiie: .. i. 
East Liverpool, Ohio, Review. 
Lynchburg, Va., Advance..... 85,222 


| Greenville, Tex., Banner..... 84,861 
| Wilmington, Calif., Journal 84,735 
| Middleton, Conn., Press...... 84,592 
New London, Conn., Day..... 84,490 
Peerrispure OWS... << .csccces 83,730 


| Greensburg, 
Peoria, IIl1., 

Transcript 
Pittsburg, Calif., Post 


Penna., Tribune. 82,877 
Journal- 


Eee ee oss Saenee 
Steubenville, Ohio, Herald Star 81,978 
Lawrence, Mass., Tribune 81,855 
Ansonia, Conn., Sentinel...... 81,638 
Bristol, Conn., Press.......... su,788 


WANTED 
ADVERTISING 
MANAGER 


By one of the largest drug 
and cosmetic manufacturers. 
Budget, $2,000,000. Must be 
experienced in planning com- 
plete campaigns, merchan- 
dising same, handling bud- 
gets, dealing with agencies. 
Knowledge drug trade and 
medical professions impor- 
tant. Write fully first letter. 
State salary wanted, 


Box 5100, ADVERTISING AGE 
330 W. 42nd Street 
New York 18, N. Y. 


Waynesboro, Va., News Vir- 

PTT rete eer ore 104,269 
Hazelton, Penna., Plain 

TE ROR SF OCC Se 101,301 
Marshfield-North Bend, Ore., 

be 101,098 
Chillicothe, Ohio Gazette..... 100,786 | 


| San Antonio Express 


| Greensboro 


| San 


96,425 | 


| 


92,946 | 
93,046 | 


| Billings, 


Grand Island, Nebr., 
NS OE ae eee ee 
Butler, Penna., Eagle. 
Columbia, S. C., Record...... 
Chester, Penna., Times....... 
Greenville, Tenn., Sun........ 
Riverside, Calif., Press....... 
Pasadena, Calif., Star News.. 
Biloxi-Gulfport, Miss., Herald 
New Rochelle, N. Y., Standard 


SoU hss ie 3 Bis 6 io Cas <cwa Xie 2s 
Laconia, N. H., Citizen....... 
Framingham, Mass., News... 
Superior, Wis., Telegram..... 
Connersville, Ind., News 

nN Pre R TEE ee 
BEmRGre, 1G;, POSS, 266s usesce 
a is ee 
Fort Worth, Tex., Press...... 


New Britain, Conn., Herald... 


Bristol, Va., News Bulletin... 
Saginaw, Mich., News........ 
Bemereen, B. Cu Beles tacces 
Fiint, Mich., Jourmal......... 
Burlingame, Calif., Advance.. 


Waterbury, Conn., Democrat.. 
Jamestown, N. Y., Post 
SE fag bn oh 6.49 wee be oo 
White Plains, N. Y., Reporter 
Per err 
Richmond, Va., News Leader. 
Elizabeth, N. J., Journal..... 
PeOnG, NGV., GEsette. .. ci eceus 
SCOR, Ik, oxy SOUPMAS. «054s 
Wausau, Wis., Record Herald.. 
Torrington, Conn., Register... 
Lewistown, Penna., Sentinel.. 
El Dorado, Kans., Times.,... 
Yakima, Wash., Republic..... 
Albany Knickerbocker News. 
Maneviie, MN. ©., TiamMes....... 
Ashtabula, Ohio, Star & 
EE is odie bE ATE oe > 6 
Elmira, N. Y., Star Gazette.. 
Stamford, Conn., Advocate.... 
Easton, Penna., Express...... 
3irmingham, Ala., Post....... 
Parkersburg, W. Va., Sentinel 
Norristown, Penna., Times 


| Ares 7 eee 
Inglewood, Calif., News....... 
Joliet, Ill., Herald News...... 


Lynn, Mass., Telegram News... 


MORNING ISSUES 


Chattanooga Times... 66.6 ise. 
Wk OY | Se rae 
Great Falls, Mont., Tribune... 
Bloomsburg, Penna., Press... 
Waterville, Mo., Sentinel..... 
Charlotte Observer........... 
Hazelton, Penna., Standard 
Sentinel 
Lancaster, 


Penna., Intelli- 


MOMOOr DOUPCREL, 0 oscc cen ce is 
Hartford, Conn., Courant..... 
Dallas, Texas, News.......... 
New York Herald Tribune... 
Phoenix Republic .........6. 
Burlington, Vt., Free Press 
Harrisburg Patriot........... 
Longview, Tex., Journal...... 
Pittsburg, Calif., Independent 
Honolulu Advertiser.......... 
Lawrence, Mass., Eagle...... 
Asheville, N. C., Citizsen...... 


Kingsport, Tenn., News....... 
Greensburg, Penna., Review. . 


CE eS PRS ere 
PO gm gs Be 
Bristol, Va., Herald Couvier.. 


Semen. VS., BROPBIe. 6.66022 
Albany Times Union.......... 
eo i Sy Oe” Ae eee 


Altoona, Penna., Tribune..... 
Jaton Rouge, La., Auvocate.. 
teno, Nevada State Journal 

Lexington, Ky., Herald...... 
Binghamton, N. Y., Sun... ; 
Riverside, Calif., Enterprise... 
Johnson City, Tenn., Press 


Rs. 6408 &Gh.6 h42.dk we OD 
Glens Falls, N. Y., Post Star.. 
Lynchburg, Va., News........ 
Little Rock, Ark., Gazette.... 
Oil City, Penna., Derrick..... 
Huntington, W. Va., Herald 

SS Seer reer re re 
Johnstown, Penna., Democrat. 
Cone, B.C BUG. 6k ba wes 
Zanesville, Ohio, Times 

PN ios pa dean daw» de 


Charleston, W. Va., Gazette... 
Wilkes Barre, Penna., Record. 
Seattle Post Intelligencer.... 
Portland, Mo., Press Herald.. 
Allentown, Penna., Call....... 
Uniontown, Penna., Herald... 
San Angelo, Tex., Standard 
Ce. Jeeta week ees & bee en 
Pottstown, Penna., Mercury.. 
Portland, Ore., Oregonian..... 
Watsonville, Calif., Sun...... 
Detroit V'ree Press.. 


ER ee 
San Francisco Examiner..... 
Bradford, Penna., Era........ 
RUG). Bee: Was MPOCOEE a4 £5,45.06.0 6% 
Beaumont, Tex., Enterprise.. 
Louisville Courier-Journal... 
Anderson, 8S. C., Independent 


Memphis Commercial Appeal. 


Washington, Penna., Observer 5 


Evansville, Ind., Courier..... 
Abilene, Tex., Reporter News. 
Meadville, Penna., Tribune 

Republican ........ 
Birmingham, Ala., 
Marion, Ind., Leader Tribune. 
San Francisco Chronicle...... 
New Orleans Time Picayvune.. 

. Cc. mews... c° 

Columbus, Ohio, State Journal 
Knoxville, Tenn., Journal.... 
Diego, Calif., Union...... 
fangor, Me., News.. erry es 
Mont., Gazette ‘ 
Corpus Christi, Tex., Caller... 
Meriden, Conn., Record. 
Albuquerque Journal 
Baltimore Sun 
Johnson City, 
Chicago Sun ean , 
Philadelphia Record 
Shreveport, La., Times ga 
Schenectady, N. Y., Gazette.. 
Colorado Springs Gazette oa 
New Haven Journal Courier.. 
Los Angeles Times . 
Chicago Tribune 


Tenn., Times 


Kingston. N. Y., Leader 
Yakima, Wash., Herald ‘ 
Waterbury, Conn., Republican 


Cincinnati Enquirer 


Advertising Age, Septem ber 


80,336 
80,063 


79,933 | 


79,598 
79,454 
79,387 
79,359 


69,535 
69,512 
69,080 
68,947 
68,744 
68,566 


68,027 
67,410 
67,348 
67,246 


Total 
Lines 
128,181 
117,349 
107,675 
102,334 
101,543 
101,403 


97,318 


94,021 


66,963 
66,360 
66,178 
63,704 
63,420 


63,396 
63,140 
62,700 
62,447 
62,164 
61,191 
60,571 
59,903 
DS,804 
58,272 


58,083 
57,082 


| 
| 
| 
} 


| 


| Saginaw, 


D, 1944 


Treasury Reveals Leading Papers in 5th War Loan D; y. 


| Union City, Ind., Times 


Gazette 


Scranton, Penna., Tribune 416 
Parkersburg, W. Va., News 44,157 
Houston, Tex., Post...... aie! 
43,74 
SUNDAY ISSUES 

Tot; 

‘ NO, « 
Springfield, Ill., Journal Line 
hae eg ME Ore 144 
Memphis Commercial Appea q's 
Chattanooga Times .,..... vl , 
Nashville Tennessean ...__ = 94 
Altus, Okla., Times Democ; 5g 
Wichita, Kans., Beacon... . ey 
West Palm Beach, Fla., Pa} pie 
Beach Post Times........ $0: 
Richmond Times-Dispatch. . 1") 
Waco, Tex., Tribune Herald. .7':;' 
Jackson, Miss., News....... 3°44 
Aurora, Ill., Beacon News. a’asc 
Birmingham News & Age = 
NUON Gn de eee bho s « 19.4 
Lincoln, Nebr., Journal Star. (3°), 
Marion, Ind., Chronicle erik 
ee et ae aa 41,5 
Santa Barbara, Calif., News ie 
ss a 4+ ba kool ores < 2 10.99 
Ashland, Ky., Independent. . 10/64) 

Tallahassee, Fla., News Demo : 
a eee ee oe ore 40.8 
Lima, Ohio, News.......... 1G qre 

Portland, Me., Sunday , 
PINION ~S cabine ocwtdssc <. g 


Portland, Ore., Oregonian. 
Knoxville News Sentinel... 
Portland, Oregon Journal... 
Savannah, Ga., News....... 
Asheville Citizen Times..... 36.6 
Bristol, Va., Herald Courier $6.97) 
Winston Salem, N. C., Journal 


PA tS ewe Pee 35,914 


Zanesville, Ohio, Times Signa} 
Lansing, Mich., State Journal! 
Longview, Tex., 
Huntington, W. Va., Herald 
fF ae re ee 
Charlotte Observer ........ 
Newport News, Va., Press.. 
Wichita, Kans., Eagle...... 
Butte, Mont., Montana 
eT re eee 31,4 
Seattle Post Intelligencer. 30,87 
Wilmington Star .... 


Williamsport, Penna., Grit .. BO 608 


Wheeling, W. Va., News 


ON EE PR Eee 30,395 


Madison, Wis., 
State Journal 
Fort Worth Star 
Kannapolis, N. C., 
Independent 
Honolulu Advertiser ....... 2 
Yakima, Wash., Herald..... 2: 
Madison, Wis., Capital Times. 29, 


Wisconsin 


Telegram.. 


) 
‘ 4 
Port Arthur Texas, News... 28,854 
1 RS See 28, 84) 


Newark, N. J., 
Sioux City, Ia., Journal..... 28,81 
Peoria, I1l., Journal Star... 28,68 
Greenville, S. 
eT) 3) a. : oo.) 27.5 
Columbus, Ohio, Dispatch. . 2 

Parkersburg, W. Va., News... 27,78 
Mobile Press Register..... 2 

Portemoath, Va, -Btar........ 2 

Meridian, Miss., Star....... 07,55 


ee | ee eee 26,74 
Champaign-Urbana, I1l1., 


CFBOUEO og as ca st bie eserves 26,66 


Sacramento, Calif., Union... 26,08 

Elmira, N. Y., Sunday : 
yy) | ee ee ere 25 

Youngstown Vindicator & 
Telegram 


San Bernardo, Calif., Sun... 25,894 
Rome, Ga., News Tribune..... 20,44 


Zanesville, Ohio, News..... 25,¢ 
Salt Lake City Tribune.... 24,92 
Montgomery Advertiser ..... 24,5 
Champaign-Urbana, IIl., 
Courier 
New Brunswick, N. J., 
Sp) BAe se ee 24 
Wichita Falls, Tex., Times. 24 
Anderson, 8S. C., Independent 
Tribune 


, Miss., Clarion Ledger 2 
taleigh News & Observer.. 2 
Pettersburg, Va., Progress ” 
1 Speer. ree ce ro 24,29 
Syracuse Herald American 24! 
Spartanburg, S. C., Herald 
Journal 
Council Bluffs, 
Little Rock Gazette ? 
Omaha World-Herald...... 20 
Concord, N. C., 


iffs, la., ‘Nonpar i 


Waterbury, Conn., Republic 
Pulaski, Va., S. W. Times. 
Bay City, Mich., Times.... 
Canton, Ohio, Repository. 
Syracuse 
Lubbock, Tex., Avalanche 
SOUTOEGE 6 ie kp ctsck tks: 22,5 
Colorado Springs 
Telegram .......++e6> carts 
Prowuston: POsSt 2c cccciceae =! 
Cumberland, Md., Sunday 
"WOON 25 Ws .0G ae du tae 
Tyler, Tex., Courier Times 
Telegraph 
Brownsville, 
Danville, Va., Register... 
Poughkeepsie New Yorke! 
jaton Rouge, La., Advocate 
Dallas Times Herald..... 
Columbus, Ohio, Citizen... 
Sarasota, Fla., Herald Tribu 
tattle Creek Enquirer & N¢ 
Mich., News....- 


Herald 


ADVERTISING 
MANAGER 


Eastern manufacturer of women et 
ity shoes with national distribut “e 
several retail units of its own pit 
a seasoned advertising execu’ 
direct both own store retail 4 18 
ing shoes and accessories—as as 
wholesale dealer service 

This man must have talent for * 
rating new advertising ideas - 
ability and experience to ins¢ 2 
lead both advertising departr * 


set the pace in fashion copy 
work. 
Write complete details of exr 
and earnings. Information 
held in confidence. 
Box 5083, ADVERTISING A“ 
100 E. Ohio St., Chicago !! 


News Journal 33.005 


CG, ewes. .. 26,233 


24.4 
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t 
Tribune. . 23,058 
toswell, N. Mex., Record.. det 


Post Standard.. 22,864 
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o demand exceeds supply and by the; of wartime production and distri- | 4 
Airlines to Spend WPB-547 approval of jobber’s | bution, if exposed as suggested in| Backs Memorial Contest | 
pe orders for stock piles; advice on|this handbook, can perhaps make| Three prizes totaling $5000 will | NEW IDEAS FOR SALE 
Ig $600 000 in 1945 the use of WPB-547; how brands| that future even brighter through | be awarded by the Brooklyn Eagle , 
137 ~~ giving the customer the most for! your customers’ better understand-|to the best entries suggesting a| , We can clip all, or typical, business 


7 . his money, represented by the|ing of how you are doing your| Plan for a Brooklyn war memorial paper advertisements and editorial 

on Expanded Copy best dealers, the most effective ad-| best to serve them today.” honoring men and women who | articles that will show themes for ad- 
York, Sept. 21.—Air Trans-|vertising and the most worthy 'served and died in World War II. | vertising and publicity on products 
.ssociation plans to spend| policies still get “buyer’s prefer- |Competition closes at noon, Jan. | that are rationed or where high priori- 


$500,000 for its national coopera-|ence”; how orders are handled; | Philco Appoints Woods |2, 1945, with copies of the rules | ties limit their sale. Complete cover- 
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a advertisi r Blackhawk’s continuation of policy; available from Joseph A. Mc-| age for industrial products, food prod- 

1k ns phe em Rtg ry 8 le encouraging ‘jobbers to pwns ree A Leslie J. Woods, since 1942 vice- Namara, secretary, Brooklyn War acts, home furnishings, etc. 

BR e bout $125,000 from the current|on Blackhawk’s wartime ship- president and general manager of | Memorial Board, Room 21, Bor- Write for Booklet No. 20, “How 

‘iu: vecr, ADVERTISING AGE learned this|ments in percentage and the| National Union Radio Corporation, ough Hall, Brooklyn. | Business Uses Clippings.” 

L741 vec] Army-Navy “E” awards it has Peneemia, Sa Sone a | See BACON’S CLIPPING BUREAU 

a yrogram, financed by the 17 | won. manager of the industrial radio di- | : 

ty ia a pte ree by airecatt man- In a letter to distributors view- | vision of Philco at Detroit. ; Appoints Ferres ® BUSINESS FARM GENERAL 

027M fa-iurers and allied industries,|ing the future optimistically and| Martin F. Shea, formerly ra J. Lyons & Co. (Canada) has PAPERS  rarcrs MAGAZINES 
would run in the current list of| calling attention to the booklet, | charge of Philco’s Washington of- appointed Ferres Advertising EA MIWYVIWRS Sararita ct. umn e @ 
en large-circulation maga-| H.P. Brumder, president of Black- | fice, has been appointed assistant | Service, Toronto, to direct adver- | 

2.95 ines but with an increased num-| hawk, declared, “the great truths | manager of the division. tising for Lyons tea. 

“1 of insertions. ATA has con- 


50MM ducted this campaign continuously 
ni since the summer of 1938. 

0'gar At the request of the Office of 
Defense Transportation, the asso- 
siation will run no selling copy, at 
least until Germany has been con- 
quered, and will not emphasize 


"Bithe postwar advantage of air 
Twig travel. Copy will cite the con- 
6,656 MM yenience, comfort and time-saving 


of present air travel. 

The domestic lines now have a 
total of 271 planes, including 108 
‘horrowed” by the Army which 
have been returned. This figure, 
however, is still smaller than the 
314 planes they had in 1942, and 
in the last two years demands on 
the lines have multiplied. 

14 A meeting will be held soon on 
‘0's 1945 advertising budget and plans 
‘0,689 for the Air Express division of 
‘@ Railway Express Agency. Both of 
0,30 these accounts are handled by 
A Erwin, Wasey & Co., New York, | 
sca with Col. Charles S. Hart account 
= executive. 

1, O98 Paul Brattain, Eastern Airlines, 

1 s chairman of the joint national 
advertising committee of the Air | 
Transport Association. 


Blackhawk Book — 
“Tells Jobber How © 

“Bh to Win Good Will 

26,74 Milwaukee, Sept. 19.—To create | 


og gogg Oetter understanding now between | 
26.0hm™ the manufacturer and the distrib- 


TO POSTWAR ORDERS 


utor, that postwar ‘relationship the day to SELL—to sell more and more of everything than 
will be closer, Blackhawk Mfg. we ever made and sold before. Sales are the answer to jobs. 
“Cunemer MEE aia mane Jobs are the only answer to prosperity and contentment. 
4M covers helpful truths hidden by There is no other satisfactory way. 
24.924/™ the war boom” ide to th : . 
348 “0 ay oe The blood and sweat and tears are going to be on the selling 
a Described as a “digest of helpful line from here in—not on the firing line. 
thoughts for the distributor’s for- . ; a , 
5; com Ward planning,” the 4x8%4%” 32- All too soon will the production line be starving for more 
sal awed re grid is a harggen = brief, orders to produce. 
pe y ste S ements wnic coun- : 
24 aoe and salesmen can use to Getting your post-war sales story in the mails is the quick- 
Bo customenge ona ts toil their est, most effective and most economical selling attack. Ex- 
org 800d will. The topics are enliv- perienced merchandisers, idea layout men, artists, estimat- 
.~ bc ae ia” ors, and printing production personnel are available now 
. “US iscusse inciude: e- . . . ° e * 
‘ig livery schedules disrupted by in our organization, qualified to shoot straight and hit the 
23,671 peony changes in military order target for you. 
sf tategy; the time-lag between oats : . : : 
oe W re authorization of an item’s Weare willing to risk our time against yours to discuss your 
production and its actual delivery; immediate and post-war requirements—contact us now. 
ie protection afforded distribu- = 4 


tors 


both by priorities so long as 


Magill-Weinsheimer Company 


Creative Printers 
Designers and Producers of Merchandising Aids 
1320-1334 S. Wabash Avenue 
hl Chicago 5, Illinois 


TO POSTWAR JOBS 


-LING NEW HAVEN'S 
WAR WORKERS 


Journal-Courier goes into war 
‘ts by the thousands daily — 
as ) copy read by many, and 
ed on from shift to shift — 
a copy working 24 hours daily 
4 bring you coverage of today's 
'-spending customers 

000 readers daily! 


kX * THE *& * 
EW HAVEN, CONN. 
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Park & Tilford in 
Record Drives for 


Tintex and Powder 


New York, Sept. 20.—Fall ad- 
vertising campaigns for All-Fabric 
Tintex tints and dyes—largest in 
history for a comparable period— 
= for Color-Keyed face powder 

have been released by Park & Til- 
ford, New York. The Tintex drive, 
which will continue to December, 
has been planned on an appro- 
priation 72% above that of last 
fall, and will employ newspapers, 
weekly magazines, radio, home 
economics magazines and trade 
publications. 

Once-a-week and twice-a-week 
insertions are scheduled for news- 
papers in key cities, with weekly 
insertions in The American Weekly 


COLUMBIA 


‘STATION 


DAY and NIGHT 


‘BUFFALO. 
BROADCASTING 
CORPORATION 


and the Chicago Tribune Sunday 
Magazine section. Spot announce- 
ments, station breaks and five- 
minute and quarter-hour pro- 
grams on radio stations from coast 
to coast have been planned. Copy 
stresses that Tintex can be used 
on all fabrics, costs no more, 
comes in a single box, offers more 
than 50 colors, and carries a qual- 
ity guarantee. 

Through November, Park & Til- 
ford will use insertions of 150-200 
lines in newspapers in key cities 
and The American Weekly to em- 
phasize the “color-keyed” feature 
of its face powder. A_ shade 
selector has been distributed to 
dealers which will explain, in 
chart form, correct shades for 
complexion and for day and eve- 
ning wear. Agency is Charles M. 
Storm Company, New York. 


Heads Master Rule 


R. C. Nicholson has been ap- 
pointed president and_ general 
manager of Master Rule Mfg. 
Company, New York manufacturer 
of rules and tapes. He joined 
Master Rule in 1926, became sales 
and advertising manager and was 
elected a vice-president in 1943. 


Capt. Spiegel Returns 
to Mail Order House 


Capt. Frederick W. Spiegel, after 
23 months’ service with the Army 
Air Corps, was reverted to inactive 
status as of Sept. 15 and will re- 
sume his post with Spiegel, Inc., 
Chicago mail order company, as 
vice-president in charge of public 
relations. He will also serve on 
the board of directors and as a 
member of the executive com- 
mittee. 

During World War I, Capt. 
Spiegel served in Italy, where he 
was decorated with the Croix de 
Guerra. For the past 10 months 
he has been stationed in England 
on special service and in public 
relations work at an army air 
base. 


Heads Multigraph Sales 

W. H. Wilson, assistant sales 
manager of the Multigraph di- 
vision of Addressograph - Multi- 
graph Corporation, Cleveland, 
since 1940, has been promoted to 
sales manager. Mr. Wilson joined 
the company 25 years ago and has 
also been supervisor of sales train- 
ing. 


Advertising Age, September 


Goodrich Reestablishes 


Credit Department 


B. F. Goodrich Company, Akron, 
has recreated its budget adminis- 
tration department in preparation 
for entering the time payment 
plan of business. R. W. Nickels, 
with Goodrich for 17 years and 
former credit manager of Pitts- 
burgh, Cleveland and Detroit dis- 
tricts, will manage the new de- 
partment. 


Stromberg Boosts Cook 


David S. Cook, for the past two 
years editor of the “Speaker,” 
Stromberg-Carlson employe publi- 
cation, has been appointed sales 
promotion manager of the com- 
pany at Rochester, N. Y. 


Pesco to Launch Series 


Pesco Products Company, Cleve- 
land, division of Borg-Warner 
Corporation, will shortly launch a 
drive for its two postwar develop- 
ments, Univac brake intensifier 
for hydraulic brake systems and 
the Hydrolease actuator for clutch 
systems. Automotive and _ truck 
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Ws FOR POSTWA® Joy, 


’ 
Wired am epsing ppicatons irom men . 
betiewe ce ‘e 


Addressograph-Multigraph Corporation 


SMMPLIFIED BUSINESS METHODS 


— 
REALISTIC—Addressograph Multigraph 
Co., Cleveland, assures men in the 
armed forces that postwar jobs are 
waiting for them with this full. page 

“help wanted" ad scheduled for « {is 
of magazines including Army Times 

Newsweek and Time. 

publications will be used throug} 
Fuller & Smith & Ross, Cleveland 


THESE IOWA BANKERS SAY— 


‘Our BEST FIXED farmers 


What kind of a farmer reads Capper’s Farmer? 


All over Mid-America that question has been asked of rural bag 
they had studied the “C. F.” subscription list of their communitygy 
And the answers from bankers—men who really know their farmess=always 
establish two points: first, the readers really are farmers; secom@ly, they ce | 
good farmers. No one can express it more pointedly than the Bamkers ac 


fixed farmers around here.” 


Griswold (lowa) State Bank who said: “Your readers are a the aa 


Capper’s Farmer is read by upwards of 1,200,000 “best fixed” practical 
farmers because they can get practical money-making aon from it. Its 
editors make it a farmer’s paper from cover to cover. 


President Prokop and Cashier Wolf see who takes Capper’s 
Farmer around Griswold, lowa, and report—' ‘94% are prac- 


tical farmers and of these 90% operate good farms.” 


CAPPER’S FS 


The 


g 


A reader of Capper'’s Farmer 
cultivating corninCassCounty, 
lowa. 


The heme af-@twell fixed” 
lowa farmer who reads 
Capper's Farmer. 


ONE National Farm Magazine that Speaks the Farmer’s Language 
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World Postwar 
Trade Meeting 
Pianned for N. Y. 


yashington, Sept. 19.—An inter- 
nal business conference to be 
‘tended by representative groups 
of outstanding business leaders 
from United States and neutral 
sions for the purpose of discuss- 
vorld trade and commerce 
‘or the war will be held Nov. 
10-18 at the Westchester Country 
Ciub, Rye, N. Y. Members of the 
sponsoring committee are Eric A. 
Johnston, president of the U. S. 
Chamber of Commerce; Robert 
Gaylord, president, National Asso- 
ciation of Manufacturers; Eugene 
p, Thomas, president, National 
Foreign Trade Council; and Eliot 
Wadsworth, chairman, American 
section, International Chamber of 
Commerce. 

Mr. Johnston has also been an- 
nounced as key speaker at a din- 
ner Oct. 23 to be held in connec- 
tion with a two-day domestic dis- 
tribution conference of the U. S. 
Chamber of Commerce in New 
York. 


Frederic R. Gamble, president of 
the American Association of Ad- 
vertising Agencies, will preside at 
a session on “Price Control and 
Civilian Supply;”’ W. M. Robins, 
vice-president of General Foods 
Corporation, will be chairman of 
a session on “Disposal of Govern- 
ment Surplus Property,” and other 
authorities in various fields of dis- 
tribution have been announced as 
speakers and participants. 


Merchandising 
Needed After War, 
Distributors Told 


Washington, Sept. 20. — Skill in 
employing merchandising tech- 
niques, from personal selling 
through advertising, will deter- 
mine whether pent-up consumer 
buying power will let loose after 
the war, or whether the public 
will hold back from fear of the 
future, Corrie Cloyes of the Bu- 
reau of Foreign and Domestic 
Commerce asserts in the Sep- 
tember issue of Domestic Com- 
merce, Department publication. 

During the war, she says, dis- 


tributors have coasted along op- 
erating in a seller’s market, and 
she wonders whether they will 
fumble the chance to stimulate a 
speedy and expanding demand. 

“The American people have ac- 
cumulated very large savings but 
this does not mean they will rush 
forward to buy with a free hand 
when articles which have been 
denied them are available again,” 
she says. 

*TIf human reactions are as they 
always have been in the past, de- 
sire must be firmly planted in the 
minds of consumers and a demand 
must be carefully nurtured. The 
very act of employing the tech- 
niques will impress consumers 
that distributors have faith in the 
future of America, and will swing 
any tide of public opinion away 
from fear into channels of confi- 
dence in the future.” 


Holdren to Wolff 


Earl B. Holdren, for the past 
seven years advertising and sales 
promotion manager of Pittsburgh 
Reflector Company, has been ap- 
pointed account executive and 
copywriter for Ed Wolff & Asso- 
ciates, Rochester, N. Y. 


‘Sugarcoat’ Ads 
Shown in Land 
o’ Lakes Booklet | 


anniversary of pioneering cartoon 


schedules. 

In a_ booklet, “101 Ways to 
Sugarcoat a Shortage,” introduc- 
tory pictures explain the grocer’s 
viewpoint on the butter shortage 
and the purpose behind the Land 
o’ Lakes cartoon advertising to 
help him meet this situation. In- 
cluded are 101 cartoons that have 
appeared during the past year in 
|Land o’ Lakes markets in the East 
‘and Midwest. The cartoons were 
started in 1943 following a reader- 
|ship test wherein the cartoon tech- 
|nique scored the highest reader- 
|ship rating recorded up to that 
itime by the Continuing Study of 
| Newspaper Readership. 
| Many advertisers are now em- 
|ploying cartoons to increase read- 
‘ership and sell merchandise, but 


advertising in regular pewapepss | 
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Land o’ Lakes, while also aiming 
at readership, uses the technique 
to “sugarcoat” the scarcity of 
Land o’ Lakes products and to 
maintain name identification and 
dealer good will. 

Booklets are being distributed to 


Minneapolis, Sept. 20.—Landj|Land o’ Lakes dealers through 
o’ Lakes Creameries-daur., is-ewr=j the creamery’s 26 sales branches 
rently marking, via a grocer hand- | and free copies are made available 


out and cut service sheet, the first | 
{numbered and dealers can order 


to their custonters. Cartoons are 


mats of those they want, to use in 
their “newspaper tr-dodger adver- 
tisements, or in any of their own 
promotions. 

Campbell - Mithun, Minneapolis, 
is the agency. 


Becomes Concord Radio 


Lafayette Radio Corporation, 
Chicago and Atlanta, Ga., has 
changed its name to Concord Radio 
Corporation. Policy and personnel 
remain unchanged. 


Buffalo’s 
Greatest Regional 
Coverage 


“The Journal recognizes 
that church news is vital 


toa metropolitan 
community” 


Two-thirds of Portland, Oregon’s 
461,854 men, women and 
children are affiliated with a 
church or religious organization 


MORE THAN half of them regularly attend some 
religious service each week. They support more than 
340 congregations of different denominations; main- 
tain 290 church structures! So great is this city’s interest 
in religion that several denominations maintain Pacific 
Northwest headquarters in Portland. 


When so many members of a community have such 
a pronounced common interest it is only natural that 
their favorite newspaper, The Journal, should publish 
two church news pages each Saturday. These pages are 
outstanding in the coverage of religious news. 


As one Portland religious leader wrote to The 
Journal recently: “I feel that The Journal recognizes 
that church news is vital to a metropolitan community 
and that you are giving to the churches of Portland 
sincere and thoughtful assistance in presenting the 
Gospel message. | wish to express my personal appre- 
ciation for the space given to bring the work of the 
churches before the people of Portland, especially at 
this time when there are so many newcomers in the 
city who are unsettled in their church and home life.” 


It is The Journal’s policy to treat its church pages 
as important news pages. They command a high reader 
interest because they are edited by an able, well- 
rounded newspaper man—Ernest W. Peterson, an 
Oregon Journal product. Thirty-two years ago he was 
a Journal carrier. Step by step, he rose to cub reporter, 
then to general news assignments. For 28 years 
Peterson has been church editor for The Journal. 


A prominent lay worker in a great protestant de- 
nomination, Peterson is well known throughout the 


etrasegeE 
wa | 


yeaynar 


entire country and even in foreign lands. Past president 
of the Portland Council of Churches, he has been 
listed in ““Who’s Who in America” in recognition of 
his activities in improving relations between churches 
and newspapers. 


If The Journal is a paper people like, a paper that 
brings ready advertising response, it is because the people 
who work on The Journal make it so. Money will buy presses 
and paper and ink and equipment, but it takes PEOPLE to 
make a NEWSPAPER .. . loyal people with ideas, with vision, 
with ambition and ability! It is the people who staff The 
Journal that have made it Portland’s favorite newspaper .. . 
with more circulation in Portland area than any other paper. 


..- If you lived in Portland you'd read 


The JOURNAL 


PORTLAND, OREGON 


Afternoon and Sunday 
Represented Nationally by REYNOLDS-FITZGERA : 


Member Metropolitan & Pacific Parade Group 


teas 


NETWORK 
STATION 


5000 WATTS BY DAY 
1000 WATTS BY NIGHT 


BUFFALO 
f BROADCASTING 
‘CORPORATON. 


: % 5 fe j a Es ceueat petine rs heer Pf 4 ep ee * ae 
; ie A 2 
ae ai ae 
a = —— 
. ) : " a “ 
\ oa 
| 7 Gai sei Sains 
5 OR eS 
a j $ s. sj 2 ie 
| Ly a , oe $4 
"3 xi e yes bi 
us a es aa 
- 
aph ee sail ey ama ui 
ae ee 
list i we zs 
nes, } ! 
a 
ugh | a 
and . a 
—— RE at errr errr acaaaaaiacaeaaaaaaareenaamaaaaaaea aaa aaa ee) ia 
fy | 
ff Y 
i / UY 
“so Y, Yf Uy / =z ie 
AY 4 
{ a ag it an ae - 2 
3." eae a”. S . 
7 gf <—.- NI) > - ae 7 7 /; Yj Merrie Pee 
£2 2s * oe a 2 weer x WYf/y fr 
i cs Z y/ = Ay f — 4 , ‘ Wy), Yy Lhe _ 
d WY ag “if Oh ee ee ee iy? Mp : = 
= beg is e aw / @ 1 _ 
. — ifs i i hf , eo te Y ; : : 
eee ime yf eS | 
v YY} \ 2 ae J 7 / YY y a a aie 
ay im: EY l ors 
/ | | ia iy Y ee ee. 
ee ae e/a © a 
yy ‘a; ie. o> ¢ Br. = _ Py, a WY YY 4, Uf 4 yy is, 2 Sd “st nee - bali A a 
4 SAA Ee 5 We SUG fig : tay: est ab 
U) <> SAAaA ‘i, | yy a ie ae _ - 
| KL  ——_ \ AS aes —ee le Oe — 
, Zz je 2 w= 5 a. aia _ 
ee = ae // No ‘ . y ‘i 
a! Wr 550 K.C. i 
ARN SS —— — a Ba * a 7 
RO" eee jp ZN. f ; 
Fe: » » geo eS // AE eee a Tee ae ee 3 
Fagen & Zz S //, My bbs WR ie eal iat * es as is 
ar ee ee // : \ ~ rem ihe ad Bek ; 
@ es Oy = ; Vp a \ 8 alae Bee si ae “ 
pagent ee ieee Ah pea) | AE oo a oS a 
Fe ——— fs (ats ji = = a ee ‘ x ai oS \ : 8 
* a —— mee ae . a 
et eet Pee RES. aaa pe ——— 
t Reis & YY Vea | ‘i a 
Sos = — ae ‘E= igd a pa po eee, 
aoe = — ee iF = —% 4) : a ae ee 
, Oa = a = i INIA Ay V/ ; 24 ; 
= 3 2 . - t AN 5 a ee a 
== E ‘Gul ” ; 4 pe : Fe : 
; ; q a ‘ ae “4 
| a aj ois 
: = cat 
| a | , “a 
| S be ee: 
| 
a Se — 
ee a be ‘ie 
| EE & PETERS, 


56 


“Positions Wanted,” 
tatives Available,” 
¥% in., $3.50; 1 to 3 in., $6.50 per inch 
CLEARED BY THE 

AUTHORIZED CHANNELS, 


MUST BE 


The Advertising Market Place 


“Help Wanted,” 
and ‘‘Represen- 


The rates for this department are as follows: 
“Representatives Wanted,” 
50 cents a line, minimum charge $2. 
cash with order. All other classifications (single insertion rates): 


WORKERS SUBJECT TO PRIORITY REFERRALS 
USES OR OTHER 


Terms 


Men for Better Firms” 
respect it. 


(matching men and jobs) 
8 S. Michigan Ave Chicago 3 


Free Booklet, 


TOP BRACKET JOBS 


Our forte is getting “Better Jobs for Better Men”—‘Better 
Write in confidence—We'll fully 


PERSONNEL CONSULTANTS 


Phone Andover 3129 


“How to Match Men and Jobs” sent upon request. 


POSITIONS WANTED 


Research Manager familiar with 
publication and advertising research. 
Salary open. ew 

Box 5090, ADVERTISING AGE Box 
330 W. 42nd St., New York 18, N. Y.| 330 W. 


agencies 
York City. 


Writer-Copy, Radio commercial ex- 
perience on National accounts, AAAA 
wants 


5088, ADVERTISING AGE 


42nd St., New 


attractive offer in 


York 18, N. Y. 


| background, 


POSITIONS WANTED ’ 
HALF DAY JOB WANTED BY AD- 
VERTISING COPY-RADIO SCRIPT- 
PUBLIC RELATIONS WRITER 
with large consumer and _ indus- 
trial accounts experience. Chicago 
agency only. Remuneration $120-$150 
weekly. Only immediate opening 


considered. 
5077, ADVERTISING AGE 


30% 
100 E, Ohio St., Chicago 11, | a 


DIREC "T MAIL EXPERIENC E 
Young woman advertising manager 
wants position with postwar future. 
Original ideas, sound copy, good re- 
sults, complete knowledge of pro- 


duction, 
Box 5094, ADVERTISING AGE 
Ohio_ St., Chicago 11, Ill. 


100 EB. 
NAVAL AVIATOR now in Pacific 
Theater wants to contact a_ firm 
whose postwar plans call for a 
young enthusiastic adman to fill a 
big job with a bigger future. Uni- 
versity graduate with exceptional 
four year prewar record of creative 
advertising, sales promotion, and 
management. Write for personal 


history and references. 
Box 5073, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


NEWS AND PUBLIC ITY 
PHOTOGRAPHY 
officer, retiring and leaving 
to settle in Los Angeles terri- 
seeks connection. Thirty years 
including newsreel. So 
licits accounts from national publi- 
cations, publicity bureaus, advertis- 
ing agencies and newsreel com- 
panies. 
Box 
330 W. 


Army 
ae 
tory 


5066, ADVERTISING AGE 
42nd St., New York 18, Nv Y. 


Timing, coordination, follow-through . 


all these are exemplified in the tennis stroke. All these are the 


result of habit, of doing the same thing time and again 


Another result of habit is the vast number of listeners 
which WTIC commands in the Southern New England 
market. During more than 19 years, the people of this 
area have come to depend upon WTIC for their radio 
entertainment. They know what they want. . . and 
WTIC sees that they get it. 

This long established habit is of great importance to 
national advertisers for it means the existence of a 
waiting and attentive audience for your sales message. 


Acquaint these people with the merits of your product 
- convince them of its value . . . and they will buy it. 
And buy it they can, for the 3,500,000 residents of 


WTIC's primary 


area possess a spendable income 


more than 60% in excess of the national average. 
Get into the habit of getting results in Southern New 
England. Put WTIC's 50,000 WATTS to work for 


your product. 


IN SOUTHERN NEW ENGLAND 


PEOPLE ARE IN THE WAC OF LISTENING 


TO WT7IC 


Advertising Age, September 


__ POSITIONS WANTED 


CAN YOU USE THIS EXPERIENCE? 
I'm 38 with engineering background. 
As industrial advertising manager 


for one of the nation's largest firms, | 


my present budget is $3,000,000. 
Formerly, I was sales manager, 
general manager of medium-sized 
pump manufacturer. Before that an 


agency vice-president and copy 
chief. Book and magazine publish- 
ers who have bought my stuff, tell 
me I’m a good writer. My present 
employer can tell you that I've re- 
duced his advertising costs by 40 
per cent. For good and sufficient 


reasons, I want to change jobs at a 
minimum salary of $7,500. 
Box 5089, ADVERTISING AGE 
100 E. Ohio St., ¢ shicago 3, 2H. 


RESEARCH EXPERIENCE AVAIL- 
ABLE time or on consulting 
basis. Nineteen years’ specialized 
experience in research and analysis 
in aircraft and allied activities; 
medical, petroleum, industrial engi- 
neering and photographic fields. In- 
dustrial surveys, studies of patents 
and patent claims, statistics, Law. 
Technical reports compiled and writ- 
ten. Research analysis of this char- 
acter should be the keystone of your 
postwar marketing and advertising 
plans. Address Tonea Hamilton, Re- 
search Analyst, 665 S. Cochran Ave- 
nue, Los Angeles 23, California. 


TOPNOTCH COPYWRITER 


Versatile woman wants opportunity | 


merchandising 
impor- 


requiring ideas and 


knowledge. Postwar future 
tant. 
Box 5086, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Combination Art Director and Artist 
wants steady position or free-lance 
work with a future. 
Box 5084, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


HEL ad Ww ANTED 


POSITIONS NOW AVAILABLE 


Copywriter, Agency, General. $10,000 
Copywriter, Agency, Media.. 8,500 
Copywriter, Mfgr. Foods ..... 7,500 
Copywriter, Industrial ....... 6,000 
Advertising Manager, Mfger 6,000 
Advertising Manager, Mfegr... 200 


Sales Promotion, Mfgr. ...... 


Research, Publisher, Trav... 3,600 
Baitor, Farm Paper ......... 7,500 
Editor, Exports, Merchg...... 6,000 
Editor, Indl. Trade Paper. 5,200 
GEORGE WILLIAMS—PEI RSONNEL 
209 S. State St. Har. 2063 Chicago 
Wanted: Client contact man with 
some agency copy-writing experi- 


ence; good appearance and personal- 
ity. 30-year-old, progressive agency 
in city of 150,000. Write full de- 
tails, including salary requirements. 
(Confidential.) 

Mace Advertising A Agency, Peoria, Ill. 


ACC OU NT EXECUTIVE to join. rec- 
ognized medium size Chicago + genie 
in a new business development ca- 
pacity. Must have Agency experi- 
ence, excellent references, good con- 
tacts and strong sales ability. Give 
complete information first letter. 
Our Executive Staff is familiar with 
this advertisement. All applications 


will be kept in strictest confidence. 
Box 5032, ADVERTISING AGE 
100 E. Ohio St., C hicago 1 as, 5k 


ADV ERTISING 
with art director 


ARTIST — — To work 
in rapidly expand- 
ing agency near Chicago. Good sal- 
ary in direct proportion to your 
ability and experience in preparing 
clean, sparkling roughs; comprehen- 
sives; lettering; finished art. Con- 
genial associates, friendly town. 
Write an informal letter giving your 
experience and draft status. 
Box 5074, ADVERTISING AGE 
100 E. Ohio St.. ¢ *hicago 11, Ill. 


Wanted— -Advertising & Promotion 
Man for Popular Priced Department 
Store. State Experience and All 
Necessary Information in First Let- 
ter. 

Box 5091, 
330 W. 


ADVERTISING AGE 
42nd St., New York 18, N. Y. 


|advertising 
then | 


1944 

HELP WANTED 
| PRODUCTION MAN: Alive = 
|Secure Post War firm lo he 
Ohio is in need of produet ’ 
who has the ambition of | i 
If \ e 


manager. 
full “nowledge of advertis 
duction, you may be the 
need for this position and 
have the additional creatiy,. hs 
and other knowledge neces 
advertising, you can becom, 
tising manager. Reasonab|; 
arranged in accordance with 
ability. This is a men’s w;: 
and any past experience in t 
will be in your favor. Corr, nd 
ence will be held in strictes; nfi 
dence. Give all necessary ji; ; 
tion and photograph with your al 
Box 5095, ADVERTISING 
100 E. Ohio St., Chicago 1} 


ADVERTISING 
rienced in all phases of ad\ ept 
work, but particularly in py; 
tion of literature, layouts, «ire 
mail and production. Will |. py. 
quired to do sales and market 
sis also. Automotive parts manu fai. 
turer selling to trade and indystry 
Write fully as to experience, pe; 
sonal data, earnings and lar 


expected. 
Box 5063, ADVERTISING Aur 
New York 8 Y 


330 W. 42nd St., 
ADVERTISING, PUBLISHI\« 
SALES AND MERCHANDISI\G 
POSITIONS 
FRED MASTBRSON 
SINCLAIR-MASTERSO\N 
PERSONNEL 
310 S. MICHIGAN, CHICAG® 
20 YRS. ADV. EXPERIE NCE 


ASSISTANT 


Screen- Process Plant 
Foreman Wanted by 
Florida Concern 
Permanent and profitable connection 
with a successful company. Experi- 
ence in all phases of silk-screen pro- 
duction essential. Knowledge of fig- 
uring prices helpful. Give complet 
details of experience, salary ex. 
pected, references, ete., in reply 
Box 5081, ADV ERTISING AGE 
100 E. Ohio St., Chicago 11, I! 


FLORIDA AGENCY WANTS 
PRODUCTION MANAGER 
Must be thoroughly familiar with al) 


phases of agency production work 
|This is an excellent opportunits 
with a successful and rapidly grow 


ing agency in one of Florida's larg 
est cities. Delightful climate wit}! 
year-round outdoor sports, hunting 
fishing, etc. State your qualifications 
in full, giving references and salary 
expec ted. Replies confide ntial 
Box 5080, ADVERTISING AGE, 
100 1 E. Ohio St., ¢ shicago 11, Ill 
PHOTO ENGR AVING SALES 
MANAGER 
Must have thorough technical know!- 
edge of photo engraving business 
and know how to sell it through ex 


cellent sales organization. Large 
Chicago firm producing top qualit 
product. State age, education, salary 
desired and experience past te! 


years or no attention 
cation. 
Box 5082, 


100 E. 


paid to appli- 
ADVERTISING AGE 
Ohio St., Chicago 11, Il) 


w ANTED 

Copywriter with Creative Ability 
A medium size, middle western adv- 
vertising agency, specializing in i: 
dustrial accounts, has an opening 
for an able, experienced copy mar 
with creative ability. This agency is 
growing and believes there is a! 
opportunity here for a man who has 
ideas. likes to work and has the de- 
sire to carry some of the load We 
have plenty of account executives 
What we want is a first class writer 
Tell us about yourself, your experi 


ence and your plans. The peopte ol 
our organization know about this 
advertisement. If you'd like to liv 
and work in one of the finest ties 
where everything is available, write 
today. 

Box 5087, ADVERTISING AG! 

100 E. Ohio St., Chicago 11, |! 


TRY THIS ON YOUR PHONE , 


. Write or Phone for 


one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


« » You will find 
it a satisfy "g 
number bec« '5¢ 
it opens /'é 
quick, sure \ 3Y 
to the comp °fé 
and econom ol 
handling ?f 
your produc! >” 
requiremer 5. 


Ad-Setters - Engravers « Printers 


400 N. Rush St., Chicago 11 +» Whi. 2300 


PRINTING 


DAY AND NIGHT a. v ee 
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thrlich Predicts 
No Relief After 
y-£ Day on Paper 


‘hicago, Sept. 21.—Painting a 
my picture of paper allotments 
or lishing despite an imminent 
— Day, Howard Ehrlich, execu- 
ve vice-president of McGraw-Hill 
: today told 


sloom 


Pyblisuing Company, . 

ome 75 members of the Chicago 
ys ness Papers Association at the 
mening luncheon of their 60th 
onsecutive year of meetings, that 


ney must “raise their sights in 
preparation for the greatest com- 
ytition known to the business.” 
of the paper situation, Mr. 
Fhriich, who is a member of the 
nofficial task force of the WPB, 
aid: “The outlook is not encour- 
wing even if the war in Europe 
should end soon. The supply will 
emain critical until June and 
robably will not brighten until 
arly spring or the middle of next 
ear. . . The United States will 
ot salvage its paper from Europe. 

It will re-package materials 
ere for shipment to the South 
acific theater after V-E Day. . 
iberated countries will be sup- 
lied paper to resume publishing 

their newspapers following 
ccupation. . . Relief would come 
nly with the cutting off of the 
nnage of pulp now going into the 
naking of nitrate for the armed 
ees.” (WPB plans 8 to 10- 
nonth gradual relaxation of paper 
ontrols. Page 10.) 


More Competition Seen 


He warned the publishers that 
ewspapers and general maga- 
vines, which have gained much 
ndustrial linage during the war, 
save no intention of merely “hand- 
ng this business back.” He ad- 
ised recognition of the fact that 
hdult education, which has “‘tele- 
coped in two years what might 
ave required 10 or 15 years,” has 
reated many more potential read- 
rs. He emphasized that war train- 
mg, both in services and out, will 
have an impact on the publishing 
business by those “who will want 
) hold on to or improve on the 
obs they learned,” and who will 
be eager for publications that will 
ive them more facts and more 
imely news. 

Scoring the publishing field for 
llowing war restrictions to let the 
ppearance of most publications 
ink to “an all-time low,” Mr. 
hrlich said that editorial changes 
lust be made to improve appear- 
nee. He advocated the use of 
new gadgets,” such as are used 
mn the newest streamlined books, 
Manuals and visual aids, from 


DO NOT READ 4 
UNLESS YOU ARE 
EXPERIENCED 
DIRECT MAIL 
EXECUTIVE 


Positions await direct mail execu- 
tive and two assistants. Former 
must be thoroughly experienced 
and fully capable of running en- 
tire organization. Assistants of 
Proportionate direct mail experi- 
ence. especially in filing and cor- 
respondence. Positions are perma- 
nent and may require change of 
res ce. 


¢O NOT ANSWER 
> NLESS QUALIFIED 


@ 


omplete information in first 
1s to qualifications and sal- 
nected. 


‘rite Box No. 5101 


Advertising Age 
0 East Ohio Street 
Chicago 11, Ill. 
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which he predicted “a new tech- 
nique of presentation will emerge.” 

He urged the use of new tech- 
nical developments and equipment, 
of new paper processes for superior 
coating in lighter weights, of fast 
drying inks, foreseeing more color 
usage, and of plastic plates that 
will permit use of rotary presses 
for shorter runs than heretofore 
were considered economically pos- 
sible. 

Mr. Ehrlich gave the magazine 
field great credit, through its salv- 
age and conservation drives for 
staving off the fourth - quarter 
paper cut. 


American Brake to C&P 


American Brake Shoe Company, 
New York, appointed Cecil & Pres- 
brey, New York, to handle adver- 
tising, plans a national campaign 
to promote the company’s postwar 
plans. 


Tests Vidafilm 


Vida-Ray cosmetics, a division 
of Affiliated Products, Jersey City, 
N. J., is testing its new liquid 
cake make-up, Vidafilm, in seven 
New York and Newark news- 
papers. Insertions of approxi- 
mately 360 times, captioned “Sur- 
prise! by Vida-Ray ... Liquid 
cake make-up!,” will run until the 
end of the year. Color and black 
and white ads are already being 
used in seven or eight class maga- 
zines. Lawrence C..Gumbinner 
Advertising Agency, New York, is 
handling the campaign. 


AFA Elects Six 


Advertising Federation of 
America has elected the following 
to membership: National Radio 
Institute, Washington, D. C.; Cohn- 
Hall-Marx Company and Ahrens 
Publishing Company, both of New 


57 


Marion, O.; and 


Miami Broadcasting Company. 


York; Hudson Dispatch, Uniony;tising Agency, 
City, N. J.; Howard Swink Adver- | 


EXCEPTIONAL OPPORTUNITY FOR 
TOP PROMOTION MAN 


Old and successful agency, with widely diversified accounts 
in package goods, automotive and specialty fields, wants 
outstanding promotion man for permanent position in con- 
nection with its automotive business. Right man will be ex- 
perienced creative producer, thoroughly trained in modern 
techniques, but background must also demonstrate ability to 
plan complete programs from ground up. Work will be in 
Detroit and will include continuous contact with client per- 
sonnel. Fine opportunity for permanent connection. Write 
fully, giving age and careful outline of your background. 
Box es ADVERTISING AGE, 100 E. Ohio St., Chicago 
11, Ul. 


Oo fltlalged TRRvt MAGAZINES 


that go directly to the man 


you want to sell! 


Our membership in A.B. P. 
helps our Advertisers and Readers 


The Associated Business Papers is a national association 
of highest type business publications. It makes paid cir- 
culation, as proven by ABC (Audit Bureau of Circulation), 
a primary requirement. The Association acts as a clearing 
house for progressive publishing ideas; it constitutes the 
only co-operative effort in busi- 
ness paper publishing to advance 
and safeguard the industry's 
ethics, and to constantly im- 
prove its standards of practice. 


THE HAIRE PUBLISHING COMPANY 
1170 Broadway, New York 1 


CONSE and underwear 


CROCKERY & GLASS 


JOURNAL 


Bet nerrertne 
“ 


HOUSE FURNISHING @ 


NATIONAL SUIS MAGATINE OF 
ROWSMWARES @ APPLIANCE 


& BATH fuRMMNcs TE 


i ae 
sedate 


yaa lion 


Don’t think of the HAIRE publications as you would of other trade 
magazines. There's a difference! Each HAIRE 
is the buyers’ bible in some specific field...stu 
head of the department concerned. 


ADVERTISE as you sell... 
e direct to your buyers. 


MAKES A DIFFERENCE! 


specialized trade magazine 
died and lived with by the 


THE HAIRE 2-POINT PLAN: 


HELP THEM today, so you 
e can sell them tomorrow! 
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James A. Ward Named 


James A. Ward has been ap- 
pointed midwestern representative 
for Pacific Coast Record, combined 
with West Restaurant, Los An- 
geles. 


Named ‘Bazaar’ Ad Mgr. 


Richard E. Deems, who has been 
with the eastern advertising staff 
of Harper’s Bazaar since 1939, has 
been promoted to advertising di- 
rector. 


Resigns Warner Account 

Warwick & Legler, New York, 
has resigned the account of Wil- 
liam R. Warner & Co., New York 
pharmaceutical manufacturer, 
effective Jan. 5, 1945. 


McHugh Joins KGO 

Frank McHugh, formerly with 
Station KJBS, San Francisco, has 
joined the sales department of 
Station KGO, Blue Network out- 
let in San Francisco. 


ADVERTISE.IN 


ak New 


Northwestern Uil0 


50,000 Retailers 
Buy Radio Time, 
Sandage Reports 


(Continued from Page 1) 


pleted a study of retail radio ad- 
vertising, embracing personal in- 
terviews with 400 retailers in 16 
states, and mail questionnaires 
from an additional 1,100 retailers, 
agency executives and_ station 
managers throughout the country. 
The study was made under the 
auspices of the graduate school of 
business administration at Har- 
vard, and will shortly be published 
in book form by the Harvard Uni- 
versity Press. 

| Emphasizes Retailer Importance 


retailers in the radio station finan- 
cial picture was emphasized by 
Prof. Sandage, who pointed out 
that 75% of total revenue of sta- 
tions up to 500 watts comes from 


JOE'S JUST AN ORDINARY GUY .. . He's typical of the 1,000,000 


or more “ordinary guys'"—men and women—who work in the factories of the war- 


vital Los Angeles-Long Beach area ... and who listen to the radio every day! 


One Southern California Station Is Made for Folks Like Joe! 
IT'S KGER—"'The People's Station"... whose programs are "tailor-made" pri- 


marily for the enjoyment of working people. Offering complete, intensive cover- 
age of the Los Angeles-Long Beach area (population now around 3,000,000 .. . 
per capita income setting national records!) at extraordinarily low rates, KGER 
belongs on every radio schedule for Southern California! Write for complete 


information. 
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LOS ANGELES. 


») LONG BEACH’ 


REPRESENTED NATIONALLY BY SPOT SALES, INC.. NEW YORK ® CHICAGO ® SAN FRANCISCO ® LOS ANGELES 


THE PEOPLE’S STATION” 5,000 


WATTS, DAY AND NIGHT 


OWNED AND OPERATED BY MERWIN DOBYNS 


Advertising Age, Septemb, 


;retail accounts, and even in the 
|10-50,000 watt category, the retail 
radio dollar, while prop«rtionately 
| smaller, is still a very substantial 
item. 

| In general, he reported, furriers | 
and jewelers consider their radio | 
j}investments most successful, while | 
| the most skeptical group of radio 
| users consists of department stores. 
He pointed out that in the year 
| 1942, covered by his study, 58% 
lof all retail revenue of broadcast 
| stations came from spot announce- 
ments, and only 42% from pro- 
gram time purchases, declaring 
that this preponderance of spot 
announcements in the retail field 
is a fundamental issue which radio 
must face squarely, since it is inti- 
mately connected with program 
and listener appeal. 

| One of the governing factors in 
|the development of a successful 
|retail radio program apparently is | 
ithe percentage of the total adver- | 
tising budget spent in radio, Prof. | 
Sandage reported, declaring that | 


The tremendous importance of|correlation of responses indicated | 


that when percentages of adver-| 
tising budgets devoted to radio| 
were less than 20, retailers were | 
likely to consider their radio ex-| 
penditures unsuccessful, whereas | 
when 20% or more of the retail-| 
er’s advertising budget went into| 
this medium he was much more} 
likely to consider radio a success. | 

In this connection, he reported | 
that among department stores’ 
using radio, only 5.1% of their! 


advertising budget went into the|raim H. Crane, 68, president of tb 
medium—the lowest ratio for any| Vermont Printing Company, ang’. 
covered in the| vice-president of the Brattlebor Vashin 


business 
study. 


Urges Qualitative Studies 


Other important factors govern- 
ing the success or failure of retail 
radio advertising include length 


group 


chandise selected for radio promo- | 


of time on the air, type of mer-| 


HARRY L. WILLIAMS 

Chicago, Sept. 22. - 
services were held today 
L. Williams, 49, sales ma 
vice-president of the a 
Colortype Company, die, 
Sept. 19 in St. Joseph, 1) | 
is survived by his wid Rut 
H., of River Forest, ' 
aughters, a son and a si 


ROGER F. SHERMAN 


Winnetka, Ill, Sept.19.— nena C 
services were held today {Ro mmm 
Fowler Sherman, 41, \y diego’ 


Sept. 16 at Evanston hosp || i a\ 


was the son of L. B. S) «rma 
retired executive vice-pres (on; fm ~ 
the Simmons - Boardman |) \:b}jc)mpuDS 


ing Company, and was as: ciatesmm! 
with the Ludlow Typograp) Comms 
pany for 12 years. Other <uryj adit 


ors include his widow, Gwendolyme 5© 
of Winnetka, two daughter. 4 <jm™ive 
and two brothers. Bidia 
H. J. POTTER he 


Cleveland, Sept. 19.—Harolg | 
Potter, 45, former national adye- 
tising manager of the Welch Gray 
Juice Company, Westfield, N, y) 


Mon! 
110 E. + 
rmed 


died here Sept. 13. Mr. Pott, | 
who was formerly associated witlbictri! 
the Niagara Falls Power Company, ay 
published an extensively  uselllfynliar 
tourist guide of Niagara Falls, io it 


e Ss | 
enden 
-E it 
wn lir 
Mr. Qi 


EPHRAIM H. CRANE 
Brattleboro, Vt., Sept. 19.—Ep) 


| Publishing Company and the Re 

‘ord Publishing Corporation, whi The 
publish the Brattleboro Daily Re tudy 
former and the Recorder-Gazet™m ounde 
Greenfield, Mass., died today. Mgmpers, _ 

|Crane was at one time editor an@@publis! 

| publisher of the Vermont Tribung™ins to 


‘tion, kind of business, employment | — of the Stephen Day The 


of an advertising agency. 
Only 16% of the retailers using 
radio employ an advertising 


agency, Prof. Sandage declared, | 


suggesting that particularly in 


smaller cities, it might be possible | 


|to develop small agency organiza- 
|tions competent to provide mer- 
chandising and advertising service 


to retailers, and to help them in| 


lconnection with all 
!and promotion. 


advertising 


He also threw out the sugges- 


|tion that too many radio adver- 
tisers, including retailers, are plac- 
ing too much emphasis on over-all 
listening ratings and not nearly 
enough on qualitative analyses of 
their radio audiences, to see 
whether their programs are reach- 
|ing the particular segments of the 
| population which are logical pros- 
|pects for the merchandise being 
| offered. 


| G-E Advances Chatffer 


A. G. Chaffer, formerly assist- 
j}ant manager of General Electric’s 
|South Lowell, Conn., works, has 
been appointed sales manager of 
the household refrigerator di- 
| vision, Bridgeport. Previously, Mr. 
|Chaffer was supervisor of appli- 
jance service centers and sales 
|manager for the home laundry 
equipment division, both at 
Bridgeport. 


Joins Hitchcock 


Ralph A. Colorado, Latin Ameri- 
can export marketing specialist, 
has joined Hitchcock Publishing 
Company, Chicago, publisher of 
industrial export catalogs, as head 
of the Latin American division. 


LOOK IT UP in 
the MARKET DATA BOOK! 


CONSUMER MARKETS EDITION 
7 
BUSINESS PUBLICATIONS EDITION 


Ludlow, Vt., and was formeri@™vew Y 
ress. ng col 
one n nev 

JOHN N. THOMAS deb 


New York, Sept. 19.—John Mira] ye 
| Thomas, 84, president for 22 year ’ 


ause | 
until his retirement last year fro ae 
|W. W. Sharpe & Co., New Yom@ ajth 
advertising agency, died at hitydy | 
home in Brooklyn yesterday uggest 
— hation 
JOHN F. KEALEY rmall 
| Detroit, Sept. 19.—Funeral se! 
‘ices were held yesterday for JoM@ Gene 
|F. Kealey, veteran Detroit outdog™liance 
|}advertising man. He was an ad™Ment, 
count executive with Walker @Robert 


Co., which he joined in 1904 


Borax Firms Indicted 


on Anti-Trust Violation 

A federal grand jury indictmer 
jagainst two manufacturers 
marketers of Borax, has been! 
turned in San Francisco ¢! 
violation of the Sherma! 
Trust Act through world 
nopoly and restraint of t 
cartel. 

Named were Borax Con 
Ltd., of London, its sul 
| Pacific Coast Borax Com} 
'U. S. Borax Company, 
|German-owned America! 
& Chemical Corporation, 
|York. The charges wh 
|been denied by F. M 
president of Pacific Co: 
Company, state that the « 
named, illegally forced c 
out of business and refus 
dehydrated borate to A 
ernments while Axis go’ 
continued to receive qu 
this product. 


Names JWT, Toro: ' coil of 


J. Walter Thompson 


argin 


Toronto, has been appoi! y W 
rect advertising for Ho G in 
Ltd., London, Ont. rer 
gre 

ure 

se 

We can't get larger sp *'" to 

which to tell a mostime ‘"! th 


story—""Meet Your Co 8 
tor-Beilder Customer. 
Send for a copy © 
booklet, just off the p’ 
ask your advertising © 
about it. 
*These are the men that ere 
do the building that ell the 
is about. 
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ney : % — _ with the LS/MFT lines replaced | 
/ | by Canadian war service plugs. U. S. Ply wood Offers / if 
ner | ae Aid to Small Business f it’s 
a 1474 > = Further fuel for the margarine To meet merchandise require- 
lant ee ee ON ee % aot | makers’ advertising fire: The Sept.|ments and to provide working A TEST 
i Fy ; /16 issue of the Journal of the|capital for returning servicemen 
‘y _ all Wrigley standard gum | pig” dealer in New York after the | American Medical Association car-| and small business men, United 
Rute: in this country are ear-| war, to test merchandising and|ries a report by its council on/| States Plywood Corporation is in- you want 
todilioa rk for servicemen overseas, | promotion ideas. Mr. Stevenson,| Foods and Nutrition saying that troducing a “project credit plan,” | . Not hg 
ne © nadian consumer can still| formerly general manager of Rex | “when margarine is fortified with | Lawrence Ottinger, president, has 
a rigley’s Spearmint on the | Cole, Inc., which was recently re-| vitamin A, _investigations have | announced. TAKE 
ks But the civilian supply | placed by a factory branch as G-E | shown that it can be substituted Advances will be made, free of 
» Conada—Wwhich is getting| metropolitan New York distribu-|for butter in the ordinary diet | interest or other charges, to “any- NEW HAVEN 
Dera alice all the time — was made | tor, is now selling surplus mate-/| without any nutritional disadvan-|one who has some skill or can 
Roge cee only because Army and | rials for G-E at its headquarters, | tage.” |}command some skill in the use of 
die Zay ‘icials there did not accept |570 Lexington Ave., New York. > ls |our products,” and who can ob- 
l. ri ‘’s entire output, as did the G. A. Chapman, assistant man- Rumors of new postwar maga-|tain a commitment for the con- The Register is rated* the 
‘mam, = forces. And the Wrigley | ager of the appliance and mer- zines in the home field continue to| struction or manufacture of an 7th test market in the U. S. 
nt ybsiciary in Canada, operated as|chandise department, says “this is| crop up, latest reports indicating | item in which plywood is involved, —2nd in New England. With 
dlishaar’ er urely separate organization, | very much a when, if and as prop-| that both Time, Inc., and Fawcett | The plan is being made available ‘oe saisiaba: 
‘lateqe ong newspaper, outdoor and|osition. It may never come to|are doing preliminary planning on| through 17 U. S. Plywood offices @ minimum cost you reach 
Com dio advertising urging civilians| pass, and if it does, the time is | new publications in this field. throughout the country, urban and suburban popula- 
rik 4 send a box of gum to some rela-|a long way off.” _— (ie a eee cs) eee eee tion. 
oly friend overseas. The sub- * * 8 : .. . 
a SQM,» handles the mailing, en-| Higgins Industries, Inc., New | 2° Publish Bi-Monthly Business Paper Group “Independent Survey ot Providence Bulletin 
‘los a “thank you” card which | Orleans, will tell about some of its | Petroleo Del Mundo, Latin | to Meet in Chi 
he iceman may use. postwar products in a few weeks. | American petroleum publication cago 
, a “ew “Naturally,” says R. E. Bewley, previously published quarterly by! Directors of the Associated Busi- 
old I Monitor Equipment Corporation,| manager of postwar planning Rex W. Wadman, will be issued | ness Papers, meeting in Shawnee- 
\dverh 9 E. 42nd St., New York, is being | there, “we expect to be one of the bi-monthly commencing with the on-Delaware last week, voted to | 
Grar oe 4 by T. K. Quinn, former|foremost producers of pleasure Feb. 15, 1945, issue, and alter- | hold the 1945 annual meeting of \ 
N. YEe-£ executive and former presi-| boats and certain types of com- | nately thereafter. A new rate card | the association at the Edgewater 
ottedlient of Maxon, Inc., to buy and| mercial craft, utilizing the many has been issued showing a rate of | Beach Hotel, Chicago, May 9-12, ! 
| withictribute under a Monitor trade-| Higgins designs, ‘which have per- $200 per page on a six-time basis. | 1945. 
\panynark large lots of household| mitted the development of the 
US@™fbypliances of various manufactur- | present day landing craft.” 
s. rs. It is reported that these will * * <6 Photo of Electronic Mass 
e sold through present inde- A new and ambitious newspaper Spectrometer by 
endent G-E distributors and that | “network,” embracing some of the Elen & Mian ” 
Epiqc-E itself, postwar, will sell its|country’s leading papers, has ap- aah 
of th wn line through factory branches. | parently come to a stalemate after | 
- ovf[r. Quinn is now with WPB in|several preliminary meetings gave | 
he Vashington. indications of developing a going | any 
: Par) ws BS - ioe ; . . su77 ; } 
> Bee Fret dee _ | organization. Furthe activity in| 
whid, The third continuing readership this direction will now probably | 
ly Regiudy of Advertising Research | await detailed information on the | 
azetq@meoundation may be on farm pa-/|expansion plans of the Bureau of | 
- \agpers, financed by Agricultural| Advertising, ANPA, which are| | 
or ad Mublishers Association. A meet-| expected to be approved by the | 
‘ibung™ng to discuss it will be held in membership and_ to result in| 
-meragew York in the next few days. greatly expanded promotional ac- | 
Dav The foundation is now conduct-/|tivities by the Bureau. | 
“BBng continuing readership studies * * % 
n newspapers and transportation Canadian ad circles are in a| 
dvertising. A business paper|dither over reported plans of the | 
_ JBeadership study, projected sev-|CBC management to give the new | 
1 ‘ral years ago, was deferred be-| Jack Benny programs free time on | 
- YeawPause of inability to get adequate! the trans-Canada network—minus | 
r frog™@nterviews in war plants. \the usual commercials. The idea 
’ Yor Although a continuing magazine|seems to be that Lucky Strike | 
“4 NB tuds by ine po easy can gg ig a ro to plug its brand in | 
uggestec for some months, foun-| Canada, where prohibitive cigaret ° Ao . 
tion executives have not been | tariffs make such plugging practi- | This Electronic Mass 
rmally approached on it. ‘cally useless, and CBC is afraid | : 
sel . = » ithat if it takes the show off the! 33 ve 
r Jom™ General Electric Company’s ap-|air, Canadian listeners will tune | Spectrometer Survey 
yutd liance and merchandise depart-|in on U. S. stations instead of their | : 
an ment, Bridgeport, may establish|own; therefore, the reported sug- | : 
er @mobert Stevenson as a “guinea! gestion that Benny go on, free, 


Favors RADIO-CRAFT 


| P YY Ye 
on id P } Like the newest electronic device which 
ctme! . Uy ee 
s an : q - measures the composition of gases. 
me i Hae i RADIO-CRAFT’S new SURVEY ana- 
arg e 
ape d r G ad lyzes the composition of the electronic 
de i 5 | mass buying market. 
: _—_ 
iarid This unique SURVEY brings the elee- ' 
:o tronic technician into sharper focus. 
ol - You see what makes him “tick”. You 
hat . study his activities, his reading habits, 
er © ’ : 
Bort j ; his preferences. 
pani ? 
“= . As you take his measure, you are also 
sale 


able to take the measure of media ap- 
pealing to him. You will find RADIO- 


Worcester’s largest bu f radio ti 
: ers of radio time, amon : aaa bie , 
~ : , , CRAFT in top position. Leading a host 


the department stores, wholesale bakeries with 
" dist bution over the entire market area, a chain 


of others, it supplies the technician with 
of super markets, five Savings Banks — all select 


the greatest editorial coverage. 


3 — using 52 week programs — one of them 
G in f ‘ : NI A TES 
rourteenth consecutive year. They know from Teg 
rep ated experience which station reaches the Ss z 1 Send for this SURVEY = 
9r©- er audience, because they can quickly meas- , aad sce for yeuredll 
ure \e response to offerings of merchandise and ssa eee e eee eee eee ese sesame ae: é 
s€ s. Worcester merchants set an example easy RADIO-CRAFT, 25 W. BROADWAY. NEW YORK 7. N.Y. . s 
be '0 low: when you buy time, buy an audience — i ' Kindly send me a copy of your “SURVEY OF THE ; 
9t- th TAG audience. RADIO-ELECTRONIC FIELD” together with your book- ‘2 
. : 4 Viet “LOOKING AHEAD IN MER( HANDISING ELEC. 
his Pe " RAYMER CO. Notional Sales Representatives S457 0 ~ 3 PRONICS AND RADIO”. 
fell y faseae a. | : c 
/ WIAG Jy ~<d j Name. 
PTAC rm 7 
| _0@ MWORCESTER fl $20 xc pre 
. _AND OPERATED BY THE WORCESTER TELEGRAM-GAZETTE C nat oo, — ae with a af 
” BSS = Sates 1K a a I Title cae " tif 
: : ) : ! ~ bs , ER ADDEG ¢ 
; Street ~ ae ane Fence 
ember of the, Udit }3 att = 
i P. O. Zone No ; 4 Lupa “Sher oie . 
\ 7 C4 of Corculial! a y \ 
j tate... Le — | - 
'’ 7 aN Pc ELECTR nN . 


, ( f if 
é - edt . " , , - 
‘Semele 4 rep Ff " flea 7 i x 7 een ‘ fn s a ~ = Ext s = 7 . — “ sa 2 we ¥ he é : . i Are 
i  aoord ie P s . of - es F ; . =i . 
- " er j 
‘od 
eee: . 
a <r 
abi as 
he) a 
: = 
——_ 
ar aR 
A om 
| =! a 
Pe 
= 
eee 
Sp ate Se 
agate 
if 
ie a i 
: a 
i? 
a 
= 
Soares. 
e. aa an : : 
be 
a 7 
a ) oa 
— 4 
ay ae 
(sg Sl See 
oa a 
“4 -o is, 
: =" re Pe 
Sie 4 “ 
i, 
Sale oS 
<< ee ie.» 
eo ar 
Bey os : 
Ne “ 
- z : Tar : . TF ae 2 gE, 7 et Lee 
: >, “a 3 DED ie Seg FI TX... Se at 9 2 
0) ia & , 
ee rae ac Sek ‘= 
me! Se 4 é e. rok. id 
+io : _- 2 a os i. 
7 ee, 
ers 
sta 
' 
; 


60 


Names Stanley Pflaum 


Morrow Mfg. Company, Wells- 
ton, O., engineer and builder of 
coal handling equipment and coal 
preparation plants, has appointed 
Stanley Pflaum Associates, Chi- 
cago, to handle its advertising, 
effective Jan. 1. 
already taken charge of advertis- 
ing for the Morrow-Stevens divi- 
sion of the company, manufacturer 
of electronic equipment, and an 
extensive business and trade pub- 
lication campaign is planned. 


The agency has | 


‘Named Sales Manager 


| John B. Girdler, sales repre- 
sentative of Vanadium Corpora- 
tion of America for the past four 
years, has been appointed eastern 
|district sales manager at New 
York. 


Foresman Promoted 


| Donald B. Foresman, an account 
| executive of Hazard Advertising 
|Company, New York, has_ been 
|elected a vice-president. 


markets in the Middle West. 


For Best Results Advertise in— 


“‘CONCENTRATED”’ 
NEGRO MARKETS 


Coacentrate your advertising expenditures in the Chicago 
Defender Newspapers, covering the three largest Negre 


LOUISVILLE—THE LOUISVILLE DEFENDER 
Sold separately or in combination 


Write for information: 
GEORGE T. HOPEWELL, Exclusive Representatives 
NEW YORK OFFICE: 10! Park Ave. CHICAGO OFFICE: 75 E. Wacker Drive 


CHICAGO—THE CHICAGO DEFENDER 
DETROIT—THE MICHIGAN CHRONICLE | 


FIC Tightens Up 
Rules on ‘Free’ 
in Advertising 


(Continued from Page 1) 


word will not be used at all “when 
such an article is not a gratuity 
and when the recipient is required 
as a consideration to purchase 
some other article or render some 
| service.” 

| The four new stipulations re- 
quire in addition that use of the 
words “loan,” “given,” “delivered 
free’”’ and “sent on approval” be 
|strictly interpreted so that they 
will mean exactly what they seem 
to mean, without qualification. 


Trade Deals Exempted 


| These rulings on use of “free” 
|offers will not be applied to trade 
| dealings, Commission lawyers say, 
when the word is used in a man- 
iner familiar to the trade, but it 
'will be used in all cases where 


} 


How Many Would Like 


How many sales and advertising man- 


agers, agency executives 


men are asking themselves, ‘“What 
kind of a market will Michigan offer 


after the war?”’ 


Already the answer is 


Out of Michigan’s phenomenal war- 
time production, with enforced stop- 


and media the eight 


most 


coming up. 


pages on such major necessities as 


automobiles, refrigerators, stoves, 
radios and tires, is coming an accu- 
mulated peacetime demand that 
promises record employment and pay- 
rolls for Michigan postwar industry. 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO | 


to Know? 


When this postwar opportunity comes, 


Booth Michigan News- 


papers will give you practically house- 
by-house coverage of eight of your 
important Michigan markets. 
Even today, you can promote these 
important markets with a minimum of 
schedule restrictions. 


For more information on Booth Markets, ask 


Dan A. Carroll. 110 East 12nd Street. 
New York City 17 


John E. Latz. 1:35 N. Michigan Ave.. 
Chicago Il 


Advertising Age, September 


NEW BLUES—Gil Berry, left, has been 

appointed sales manager of the Blue 

Network's central division, succeeding 

E. K. Hartenbower, and Bob McKee 

becomes assistant sales manager of the 

Chicago office. Both have been with 
the net since 1940. 


there is a possibility of misleading 
the ultimate consumer. 

FTC lawyers expect that firms 
will replace “free” with offers of 
| “bonuses,” “discounts” or similar 
|expressions, implying an advan- 
|tage to the buyer, avoiding the 
|danger of leading him to believe 
‘he is getting something free, when 
|he is actually paying part or all 
|of the actual costs. 

Food distributors, charged by 
FTC with accepting brokerage 
_discounts in violation of the Rob- 
inson-Patman fair trade act, are 
/arguing back that OPA pricing 
|orders tying them to April, 1942, 
|prices prevent them from chang- 
ling their long-established trading 
| habits. 
| This argument, appearing in the 
answer to a complaint filed against 
a Seattle canned fish distributor, 
\is the first setback FTC lawyers 
| have encountered in a campaign 
to stop distributors who market 
|products under their own brands 
|from representing themselves as 
| brokers, and collecting the special 
| brokers’ discounts. 

A large number of firms which 
have engaged in this: practice have 
already agreed to stop collecting 
the discounts, following a ruling 
by the Commission in the South- 
| gate brokerage case last week that 
| distribuiors who in fact have title 
to the food products cannot 
|qualify as brokers. 

Under the Robinson-Patman Act, 
attorneys explain, no distributor 
must claim a special discount, al- 
though legitimate brokers acting 
|for a distribuior may collect fees. 


Brand Names Important 


The Ccmmission held in the 
Southgate case that a firm which 
markets under its own brand name 
/is in fact a distributor, and not a 
| broker. It also pointed out that the 
| Southgate firm, for at least 60% of 
{the merchandise it handled, in- 
|sured the merchandise in its own 


/name, paid the taxes, and accepted | 
|responsibility for goods in transit | 


| —transactions which are outside 


as FTC defines it. 
firm actuaily purchased for other 


| sellers, the FTC had no complaint 
with Southgate’s operations. 


For the most part, food distrib- | 


| utors who have followed the prac- 
|tices existing in 
|case are accepting the ruling, but 
a complaint filed against the Ed- 
| vard H. Hamlin Company, Seattle, 
| distributor of canned salmon and 
|other sea foods, brought the novel 
defense that the firm is bound by 
OPA prices. 

The complaint said that Hamlin 


WANTED 


Publication Promotion 
Manager 
Leading industrial paper has imme- 
diate opening for man with creative 
ability. Able to plan and write pro- 
grams, ads, promotion pieces, pres- 


entations. Technical or industrial 
background preferred. A_ position 
{enjoying ‘essential’ rating) with 


present and future opportunities; 
post-war stability. Write brief but 
comprehensive outline of qualifica- 
tions. 

Box 5097, Advertising Age, 330 W. 
42nd St., New York 18, N. Y. 


ithe function of “legitimate broker” | 
For the other | 
40% of its business, in which the | 


the Southgate | 


», 1944 BB Adve 
designates himself as a © jroje.. 
or “primary distributor,” »|go;,. / 
orders for merchandise « with . 
those sellers who grant © mn). 


sions or brokerage fees, ‘ 
standing the fact that it 
known to be the custom 
buyers to invoice and sell the me. 
chandise in their own na 

Ir. the Hamlin case, the « 
denies that it has ever bought ¢,. 
“its own account” and insists thy 
it collected proper fees. Then 
added that “under an order jseyea 
by the Office of Price Administra. 
tion under which the status a 


‘distributors,’ ‘primary  distriby. 
tors’ or ‘other distributors’ is fixe, 
and classified and the position o 
brokers defined, the respondent 


bound by its terms to folloy mea 
|ods used by it prior to Aug. 9 
1942.” Hearings on the case wi 1 
be scheduled in due course. P 


Katz Agency to Work 
on 6th War Loan Drive 


The War Advertising Counc; 
has appointed Joseph Katz Com. 
pany, New York and Baltimore, a 
volunteer task force agency for the 
production of U. S. Treasury’s 6th 
War Loan transcriptions for use by 
local radio stations throughout th, 
country. 

A series of 24 15-minute record 
ed programs will be offered fp 
sponsorship by local advertisers 
Other agencies are G. M. Basfo; 
Company, Erwin, Wasey & Co., Al 
bert Frank-Guenther Law, Ruth 
rauff & Ryan and Young & Rubi 
cam. 


RCA Reopens 
Circuits to Paris 


RCA Communications announce 
last week in a one-time 300-ling 
insertion in New York, Washing 
ton and San Francisco newspaper! 
and the Christian Science Monit 
restoration of direct radio-tele 
graph communication between 
New York and Paris, suspended i 
June, 1940, after German occupe 
tion of the French capital. 

Paris is the _ third liberate 
European city with which RCAC 
has reestablished direct radio con 
munication in the wake of Allie 
victories over Germany. Reope! Nl 
ing of the circuit between Ne 
York and Rome June 13, and re 


FACT 
prod 
sumet 
city | 


sumption of service to Naples Ft bh 
1 were announced in similar adggeWy 
vertisements by RCAC. Albegggec 
Frank-Guenther Law, New Yorggo™™e 
is the agency. ing 


AP Wire to WLLH 3 sal 

Station WLLH, Lowell, Mas pas 
has contracted for an Associate 
| Press radio wire through Press As 
sociation, Inc., radio subsidiary 


the AP. a 
sa, dele isting 

WFIL Buys Building s Alai 
WFIL Broadcasting Companygy the 
Philadelphia, has purchased th@gpssista 
Widener building, Chestnut anger m 


Juniper Sts., for postwar exggpuffal 


pansion in FM and televis ease 
| broadcasting. er ic 
Se a ce ie Eins adil 7 
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PRODUCT 
FROM FACT 


THE FLOW OF 
INFORMATION 


CONSUMER 


@uteh with her son 
the 


‘ORY TO 
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“alg the Celweiing of a NEW Phocluct 


ee snae 


e 
ouncil 
Com. 
Te, ay 
Or the at 
"s 6th — Te 
use by Sava yanmtahinglypropered. 1 t 
ut th deagning engineering provuction 
ecord nr 
d for 
‘tisers 
asfor 
0., Al 
Ruth * 
Rub. Westinghouse 
ELECTRIC APPLIANCE DIVISION 

FACTORY TO HOME—How a manufacturer feeds the facts about his new 
‘nce product through the wholesaler, the retailer and via advertising to the con- 
\0-linglg sumer is the theme of this ad, 23rd in a series on Westinghouse in its plant 
alalodl city of Mansfield, O. Copy describes the pictorial chart of an advertising 
paper program on an electric iron. 
lonit 
o-tele 4 immediate future. Such a car, 
weeg ord Movin 10 \they say, may be forthcoming 
ded ig | when and if there is a public de- 
cecupa mand for it and competitive con- 


<odRegain Top Spot 


O Con 
\ 
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1] 
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n Net 
sey (Continued from Page 1) 
oA admeewly appointed director of sales | 
Alber | advertising, John R. Davis, | 
7 rmer West Coast representative | 
[ the company. 
Mr. Davis has named several 
ew executives for the company’s 
3 sales branches and the six re- 
Masqgmeonal organizations: New York, 
cigte@gme’Ving the eastern states; Phila- 
ess AmeePhia the southeast; Detroit the 
iary @entral; Chicago the midwest and 
lorthwest; Dallas the southwest 
nd Richmond, Cal., the west. As- 
isting Mr. Davis in this planning 
s Alan B. Pease, newly appointed 
npanygmge the recently created post of 
ed th@™pssistant director of sales. A for- 
t an@™per manager of Ford branches at 
iy ex@™puffalo, Cleveland and Boston, Mr. 
evis ease is a veteran of 33 years’ 
ervice with the company. James 
P. Roberts has just been appointed 
eeoommnager of the St. Louis branch. 


i 


ger of 


. 
Bot 


n Auto Volume 


ormerly was assistant man- 
the Chicago branch. 


$500 Ford a Distant Dream 
Mr. Davis and Henry Ford 


4have told dealer meetings in all 
tts of the country that while 
‘ns provide for the eventual 


ERS : rke 


ng of more new products, 


cover all vehicular price fields, 
us Goes not imply the offering of 


4 


low-priced car 


in 


the 


|ditions force such a new type, 
|depending on economic conditions 
of the future. It would be an 
| auxiliary line to the present stand- 
|ard models. Price would be based, 
naturally, on production costs. 
Public speculation that such a car 
might sell for $500 is probably 
based on the low price at which 
the Ford Model “A” was brought 
out some years ago. 

Rumors of this new Ford car 
prospect have drawn forth a flood 
of letters and telegrams to the 
|company’s sales offices in Dear- 
born, Mich., with prospective buy- 
ers pleading that their deposits be 
taken to assure delivery of one of 
the new cars. 

In view of Henry Ford’s recent 
statement that he plans to pay the 
highest wages in the industry to 
his 160,000 workers as soon as the 
government lets him do so; that 
few of them earn less than $7.60 
a day at present; that the 40-hour 
week will likely remain after the 
war and that many material prices 
will continue at existing high 
levels, the development of a $500 
Ford car would seem to be far 
from imminent. 

As director of advertising, 
|Mr. Davis has already launched, 
through the J. Walter Thompson 
agency, a strong advertising pro- 
gram which will be intensified as 
the war draws to a close. It will 
cover all media, with the object 
of restoring the names of Ford, 
Mercury and Lincoln to top public 
favor. 

Postwar 


Ford products, Mr. 


tional agencies. Man we're after is now 
cutive doing most of work. You will 
n Francisco. Travel some on coast. In letter give food 
vertising experience and any other facts you think we 
ed to know. All interviews strictly confidential. 


ADVERTISING ACCOUNT 


EXECUTIVE WITH 
GROCERY FOOD EXPERIENCE 


-eptional opportunity for right man in one of largest 


robably junior 
eadquarter in 


Box 5096, ADVERTISING AGE, 100 E. Ohio Street, 
Chicago 11, Ill. 


»e ee? 


Davis states, will have more eye 


appeal, more comtort and im- 
proved riding qualities. The truck 
and fleet-type car business also 


will be expanded with the possible 
addition of a heavier truck sup- 
plementing the ton -and -a - half 
model. 

Dealers are promised more sal- 
able and timely postwar products 
through plans which have been 
made to coordinate the operations 
of the engineering, manufacturing 
and sales divisions toward that 
end. Dealers will be called in for 
frequent consultations on all poli- 
cies affecting them, Mr. Davis 
says. 

While it is too early to define 
basic dealer discount plans, the 
company is formulating new poli- 
cies in this regard, intended to 
preserve the necessary dealer mar- 
gins on vehicle and parts sales, 
Cost reductions on these products 
will be sought through increased 
production efficiency and not 
through any lowering of dealer 
discounts, Mr. Davis asserts. Re- 
vised schedules are also contem- 
plated on parts discounts, based 
on a graduated scale calculated to 
provide an added incentive for in- 


creased dealer and _ distributor 
sales. The dealer franchise form 


ment with a view to making it the 
most attractive in the industry. 
It is indicated by Mr. Davis that 
early postwaf distribution of cars 
to dealers will be on a percentage 
basis figured on their 1940 and 


ilso is up for revision and refine- | 


61 
‘Franklin Named Ad Mar. 


Allan Franklin, who has been in 
charge of alcoholic beverage ad- 
| vertising since Repeal for the New 
York Sun, has been appointed ad- 
vertising manager of The Monop- 
|oly State Review, Spirits and Wine 
j}and Liquor Retailer, published by 


needed. 


1941 sales, with 15% of the avail- 
able cars held in reserve for emer- 
zency distribution 


To ‘Medical Economics’ 


Medical Economics, Inc., Ruth- 
erford, N. J., 
Morgan Jones as general manager 
of its reference publications divi- 
sion and publisher of Physicians’ 
Reference Guide. 


Liquor Publications, Inc., New 
York. Prior to joining the Sun 
Mr. Franklin was with American 
Druggist and Drug Topics. 


where most 


American Spectacle Company, 
New York, has appointed Pettin- 
gell & Fenton, New York, to direct 
a national magazine campaign for 
its Absorba-ray Precision sun 
glasses. 


has appointed J. 


FIRST IMPRESSIONS LAST 


You can sell today’s most responsive marke 

—and influence tomorrow's markets—by ad- 
vertising to the 2,000,000 high school students 
who read and study Scholastic Magazines. 


SCHOLASTIC MAGAZINES 


220 E. 42nd Street, New York 17, N. Y. 


LOOK FOR THE 


It marks the publication displaying 
it as a member of the Associated 
and 
the paper as one which observes 
the highest standards of publish- 
Its services extend 


Business Papers establishes 


ing practice. 
to advertisers too, and we shall be 
glad to give you information on 
how the ABP can help you if you 
request it. 


SYMBOL 


AVsttilLh 


The Only Hospital Publi 
cation which ts 
of both the AB( 


SURVEY SHOWS 80% OF SUBSCRIBERS 
PASS HOSPITAL MANAGEMENT ON TO 
DEPARTMENT HEADS AND TECHNICIANS 


This means that with its circulation of 5,400 copies 
monthly HOSPITAL MANAGEMENT reaches many 
times that number of people whose opinion influences 
your sales in this market. 


In few other markets is real penetration as important. 
Hospitals are extremely complex organizations, staffed 
by an ever-increasing number of specialists whose ad- 
vice must be sought by the executive management. 


HOSPITAL MANAGEMENT makes it possible for 
you to put the merits of your products before the 
specialists and technicians who will be using them. 
Their recommendations are extremely important for 
the administrative head of the institution cannot be a 
technical expert on every one of the thousands of items 


purchased by hospitals. 


Because of the outstanding editorial service it is 
rendering — to all types of hospital departments — 
HOSPITAL MANAGEMENT has created not only this 
remarkable market penetration with its circulation, but 
also a 54°, gain in total circulation since 1940. 


And because HOSPITAL MANAGEMENT produces 
results for advertisers it has recorded a 173°/, gain in 
advertising volume during the same period. 


Something big is happening in the hospital field. 
And to a great many people that something big is 
the phenomenal growth in editorial influence, in circu- 
lation and in advertising volume of HOSPITAL 
MANAGEMENT. 


One of our representatives will be glad to give you 
many additional details—without any obligation of 
course. 


typslal 
)emIBIIL 


100 E. OHIO STREET, CHICAGO 11 
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2OMUS5 KEADERS told Hazel Berge how to 


POINTS 
series ¢ 
chedu! 


edit Modern Romances for the FORGOTIEN 50 %° 


@ A DELL MAGAZINE e 


ERIODICALLY Editor Hazel Berge of Modern 
Romances polls her readers on the kind of 
stories they like best. Last time, 26,115 replied; 
their answer was unanimous, ““We want realism!” 
Yes, they want stories that are a cross section 
of life as it is lived by themselves and their next- 
door neighbors. They want true-to-life plots .. . 
characters like the people they know . . . settings 
with which they are personally familiar. They 
want realistic details; what the heroine looks like, 
how she’s dressed, how she reacts emotionally to 
the deeds of the other story characters—all these 
and dozens more points must be described in 
precise detail. And, to complete the air of realism, 
they want photographic illustrations. 
Hazel Berge gives these readers the kind of 
product they want—and they pay more than 
$150,000 a month for it at the nation’s newsstands. 


A DELL MAGAZINE e 


Because the women’s service magazines offer a 
different kind of product—stories which Modern 
Romances readers find uninteresting—the service 
magazines sell very few copies, indeed, to the 
Modern Romances market. 


Your advertising in women’s service magazines 
may reach only fifty per cent of American women. 
Unless you advertise to the other fifty per cent in 
the magazines they read, they will continue to be 
the “forgotten fifty per cent” of your market! 
Tell them about your products in the pages of the 
Modern Magazines, and you'll find them a rich 
new outlet for beauty products, foods, home 
furnishings, apparel, automobiles, radios and 
household appliances. 


DELL PUBLISHING COMPANY, INC. 
149 Madison Avenue, New York 16 


WORLD'S LARGEST PUBLISHER OF MASS MAGAZINES AND BOOKS 


left, ta 


DELL, 


INIZVOVW 1130 V 


A DELL MAGAZINE e 


ODERN 
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THE ONLY WOMEN’S GROUP WITH 
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iiveriising Age, September 25, 1944 


Twenty million people are waiting... 


t's ess hush. The program director looks at bis watch 
<! They'ee on the air! That's precision time ia radio 
ae nes time i important in a thowsand ardinary, ewery-dey THE PRECISION WATCH 
rain Its keeping an appolatmernt It's timing the beat Tilssraed gheee revat Com 


xactly seventy years Gruen Watches have been 


for keeping precision time... Today 


; } c « Green Harches tx $70.75 
1 to hear the rrademark “Precision. * $ce to $250: with ‘send or ie 7 
$4,000. The Gruen Watch Cam. 
pany, Tune Hf, Cracianati. Ohio 
3. A in 


wede Tower, Ort, 


at your Gruca jeweler, Por exquisite 


af huoness, choose a Gruen. the wach thar tells precision rime dereeesey (004, Wk emuen Baten ce 


BUY A OQRUEN WATCH... SUT BUY A WAR BOND Finst 


* 
Tere U6 Ps SFOs FETEWTED U & OA TERT nt ennete WE Peaee. DebetTe aan 


’ ‘ = »ventartomeg loege & 
predace tne Grace Un Pesttam Mie bet os comrin tee 
dimer tar enceeals pret s 


ree: puabey Obeawa wen SA=c > pean 


« AMERICA'S CHOICE 


-. MAKERS OF THE PRECISION WATCH... Since 874 


AOD CERSEE 206 Fed RPRUIERES TRABE MAKE OF THE GRUER Batre cOMrasy 


eurn. 


POINTS UP 'PRECISON'—Gruen Watch Co. uses modernistic art in its new 

series of three ads which feature the "Precision" trademark. The pages are 

cheduled for Fortune, National Geographic, Newsweek, The New Yorker and 
Time. McCann-Erickson, New York, is the agency. 


sel 


TOAST IN MILK—Stuart Peabody, advertising director of The Borden Co., 

ett, takes a glass of Elsie's specialty from Ed Wynn, star of "Happy Island," 

Borden's new show on the Blue. The others celebrating the premiere are Jerry 
Wayne, crooner heard on the program, and two Borden milkmaids. 


0 S GREEN—Stymied when one of their own products is found on the 


ese bowling enthusiasts seek new ground rules. The confusion occurred 

t's Red Run Country Club, where Howard McCullough, Detroit office 

of Brunswick-Balke-Collender Company, was host to Michigan bowling 

*Y  oprietors. Left to right: George Smith, Lansing proprietor; C. P. Binner, 

of advertising and sales promotion, B-B-C, Chicago; George Waters, 

sident of the Michigan Bowling Proprietors’ Association; and Mr. 
McCullough. 


'HOTOGRAPHIC REVIEW OF THE WEEK 


63 


WAR WORKERS SHOW HOW IT'S DONE—Actual welding operations on aluminum tanks for B-24 and B-26 bombers were 


shown in this Sparton exhibit held in the windows of Consumers Power building in Jackson, Mich. Sparks-Withington Co., 
peacetime maker of Sparton radios and horns, put on the live-model show in cooperation with the Jackson Citizens Man- 
power Committee to spur interest in war jobs and to help reduce. absenteeism. 


gimereie Raleigh 


oR TIPPED 
USIGH MADE 


7 PERS 
OBEN ee 


wes 


UNION MACE 


ee nee ee 


[eee 


BES ak ayers 


TO EASE TIRED NERVES—As its own contribution to the welfare of admen whose illustrative material these days consists 

exclusively of servicemen, jeeps, postwar revolving houses, battle scenes and plates of appetizing meat loaf made with prac 

tically no meat, Advertising Age presents here, in cooperation with W. R. Hendricks, Brown & Williamson advertising 

manager, prints of four of the lovelies who have recently graced Raleigh displays. The torrid miss at upper left, and the 

clear-eyed beauty at lower right, have already appeared on this page, but perhaps readers will forgive the repetition B&W 

has used this type of display uninterruptedly (and why not?) for over ten years, producing about 10 different ones each se 
year. Lithographers develop most displays, but Mr. Hendricks’ department occasionally develops its own ideas 
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Whether it’s baseball, football or fights... golf or to The Sun every month. 


galloping horseflesh—whatever it is in the line of 


: And these two facts stand out for anyone selling 
sports, its fans are avid sports-page readers, severe 


- S ‘ in the Chicago market... 
critics of the story that isn’t in the know. 8 


Next to page one war news, countless 1. You need The Sun in any newspaper com- 


thousands read the sports page first. bination to cover Chicago completely, eco- 


: . ie nomically and efficiently. 
Warren Brown stands ace-high with Chicago sports 


fans. He’s covered the sports world for twenty- J 
; ; MS psi y 2. By using The Sun alone you can make a 
eight years, and his daily column, “So They Tell ‘ ) EN ies 

-? : : ‘ as tremendous impact against America’s No. 2 
Me,” has their approval for its shrewdness, its 


market with a relatively small expenditure. 


style and its accuracy. 


Good sports coverage is one reason why over 


335,000 people (who can get The Sun under today’s P 
paper restrictions) buy The Chicago Sun daily. yr THE CHICAGO SUN 


Skilled reporting, brilliant writing, easy read- CHICAGO'S MORNING TRUTHpaper 
ing are winning more and more Chicago folks over 400 W. Madison St., Chicago + 250 Park Ave., New York 


National Representatives: THE BRANHAM COMPANY, CHICAGO: 360 North Michigan Ave. * NEW YORK: 230 Park Ave. 
Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles, Memphis, St. Louis, San Francisco 


NEWSPAPERS GET IMMEDIATE ACTION 
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